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Rough Proof 


Harry Tipper says Lux is the best 
smerican advertising in the Argen- 
tine. and offers a typical ad to prove 


it. We'll have to take your word 
for it, Harry. 
- = 
Liberty describes Toledo as “city 


of steel and elms.” Some of the 
manufacturers there might have 
objected if they didn’t happen to 
live in glass houses. 


" 


“Beer makes the things you like 
taste better,”’ remarks the brewers’ 
foundation, but devotees of the 
amber fluid refuse to be sold on the 
idea of drinking only when they eat. 


7, VR 


Newspaper Guildsmen want ad- 
vertisers to fight their battles with 
cancellations—or else. It’s getting 


to be a case of love me, love my 
union. 
‘vv ¥ 
Continental Oil introduced 


streamlined copy, in which you read 
left to right on one line and right 
to left on the next. This is fine for 
everybody except the typesetters 
and proofreaders. 


2 ¥ 


Esty account men climb 1100-foot 
parapets to take pictures of heroes 
of industry lighting up Camels. 
Why not let the photographers shoot 
the account men—or do they smoke 
Chesterfields? 


, =e 


Insurance companies long ago 
placed on the extra-hazardous list 
advertising men going after difficult 
copy and entertaining difficult cus- 
tomers’ wives. 


- = 


The University of Chicago will 
make an investigation of the reac- 
tions of medical men to direct mail, 
thus providing you with still more 
time for reading old magazines in 
doctors’ offices. 


“VY ¥ 


Most purchases, H. W. Fortey 
told the Technical Publicity Asso- 
Clation, are made on the basis of 
impressions rather than facts. That’s 
why salesmen were born. 


=. ¥ 


An editor reported a survey in 
Which editorials were ranked near 
bottom in reader interest. The 
hell exploded at his feet, but he 
jidn’t bat an eyelash. 


, Vw 


Low reader interest in editorials 
frequently recorded, but editors 
keep on writing them. Some day 
they 
stuff right in among the comic 


~ *o JF 


“Patman Girds for Battle in Be- 
Malf of Chain Tax Bill.” 

use girding, Congressman, 
fight will be only a prelim in- 
ead of a main bout. 


‘ 
18) 


= © @ 


A reader reports a newspaper | Magazine Linage 


a 


rtisement offering a $900 over- 
and Walter Winchell 


even 
mes a tailor who sold one for| 
*1,000. It would be a lot cheaper to 
5° to Florida. 
Copy Cus. 


are going to get smart and slip | 


¢ G-M Heads 1938 


Magazine List; 


P & G Radio Leader 


Annual Compilation 


Shows Expenditures in 
Both Media 


New York, Jan. 
262 advertisers—with General Mo- 
tors Corporation again leading the 
pack—spent more 


1938, according to figures compiled 
today by ADVERTISING AGF based on 
Publishers’ Information Bureau re- 


ports. This group spent a total of 
$100,912,451. 
In 1937 there were 293 adver- 


tisers whose magazine budgets ex- 
ceeded the $100,000 mark with a 
grand total of $121,899,920. The 1938 
tabulation with comparisons for the 
three previous years, appears on 
Page 22. 

An analysis of radio advertising, 
compiled from the same _ source, 
shows 96 advertisers spent more 
than $100,000 each on the three 
major networks during 1938. Al- 
though numerically less than the 
105 whose budgets exceeded the 
$100,000 mark in 1937, the 1938 
group’s total billings were $67,583,- 
015 as compared to $64,749,835 for 
the larger 1937 group. Procter & 
Gamble Company again occupied 

(Continued on Page 25) 


Grippers to Vie 
with Zippers in 
Fastener ‘War’ 


New York, Jan. 19.—With buttons 
slowly yielding ground to the on- 
slaught of the zipper, a new drive 
on snappers looms as the next step 
in the “war of the fasteners.” Mc- 
Cann-Erickson has been placed in 
charge of the advertising of Grip- 
pers by the button and fastener di- 
vision of Scoville Mfg. Company, 
and a campaign is scheduled for 
spring which will far exceed all 
previous promotion. 

Grippers were introduced in 1936 
but up to this year, advertising has 
been largely confined to newspaper 
copy by retailers. For 1939, at least 
four national magazines will be used 
as well as business papers, and 
dealers will be supplied with ex- 
tensive point-of-sale material, and 
newspaper mats. 

Grippers are designed particularly 
for use on men’s shorts, being rust- 
proof and unbreakable 
reports that a number of manulac- 
turers have planned to substitute 
snappers for buttons on all their 
1939 output. 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Basic Business Index 28 
Coming Conventions 26 
Editorials 12 
Farm Paper Linage 26 


19.—A total of} 


than $100,000 | 
each in magazine advertising during | 


| 


| 


, and Scoville | 


PEP DRAMATIZED 


ee “Movie News” ot PAN-AM Stations 


ce Bob Hope and Martha Raye in 


“ Wever Say Die” 


Paramount movie stars will be featured 

in all Pan-Am advertising this spring, as 

shown in this newspaper layout. Out- 
door posters will also be used. 


Oil Company and 
Paramount Films 
in Unique Tie-up 


New Orleans, Jan. 18.—Pan 
American Petroleum Corporation 
and Paramount Pictures, Inc., have 
joined forces in a new cooperative 
promotion venture, according to an 
announ ent mele here _ today 
when Pan-Am’s 1939 advertising 
plans were presented at its annual 
sales meeting. 

Pan-Am’s entire 1939 campaign 
in four states will be directly tied 
up with Paramount Pictures. Such 
stars as Claudette Colbert, Made- 
leine Carroll, Martha Raye, George 
Raft and director Cecil B. de Mille 
will appear on 24-sheet posters and 
in newspaper advertisements. All 
copy contains a catch line which 
applies equally to the movie star 
and to the Pan-Am product fea- 
tured. Every advertisement men- 
tions the current Paramount picture 
in which the star appears and urges 
people to see it. 


Free Paper to Be Used 
New wrinkles in the tie-up cen- 
ter around a free “Movie News” to 
be distributed monthly’ through 
Pan-Am’s_ service’ stations. The 
(Continued on Page 7) 


Retailers Map Course Based 


Washington, D. C., Jan. 19.— 
Philo T. Farnsworth, of Farns- 
worth Television, Inc., today 
told the Monopoly Committee 
that commercial advertising by 
television is now practical and 
that receiving sets will be mar- 
keted before the end of the 
year. Mr. Farnsworth denied 
that radio interests are sup- 
pressing the introduction of 
television through control of 
patents, but pointed out that 
radio must be sure of televi- 
sion’s applicability before mak- 
ing the necessary engineering 
changes. 


Commercial Television ive 
End of Year, Senators Told 


on Government Regulation 


Rules Held Restrictive 


But ‘'Realistic'' View 

Is Stressed 

New York, Jan. 1.—Critics of 
government regulation pulled no 
punches in discussing restrictive 
federal legislation at the annual 


convention of the National Retail 
Dry Goods Association here this 
week. The ef- 
fects on distribu- 
tion of such laws 
as the Robinson- 
Patman act, the 
Wheeler - Lea 
amendment 
to the Federal 
Trade Commis- 


Drug Men Rally 
Forces to Combat 
Fair Trade Repeal 


New York, Jan. 17.—United oppo- 
|sition to the repeal of the Miller- 
Tydings law, or any of the 43 state 
fair trade acts, was urged by R. D. 
Keim, vice-president of E. R. Squibb 
& Sons, in addressing the 1939 In- 
dustry Forum held here today under 
the sponsorship of the Drug, Chem- 
ical and Allied Trades Section-of the 
New York Board of Trade. Other 
speakers joined Mr. Keim in an 
optimistic appraisal of the business 
outlook for 1939 and particular em- 


part to be played by such federal 
legislation as the Wheeler-Lea 


drug and cosmetic law. 


ferred to the 


King of Utah. 


“Fundamentally, these laws, 


eral fair 


marked products, 
(Continued on Page 4) 


Last Minute News Flashes 
AFRA io Issue Ultimatum to Agencies 


New York, Jan. 


ditions outlined by the 


it wds learned today. The nationa 


| membership is expected. 


\Tatham Made Chicago Manager for Young & Rubicam 


| Getting Personal 20. 
‘Information for Advertisers 12 
27 
| —— Review of the 
Week ; 31 
Promotion Review 28 
Rough Proofs | 
Voice of the Advertiser 14 


Chicago, Jan. 20.—Arthur 
president in charge of the 


E. 


in Chicago. 
as advertising manager of Bauer & 


20.—Agencies 
will be presented on Monday with a demand that they accept the con- 
American Federation of Radio Artists recently, 
way 
will be completed over the week-end and an affirmative decision of the 


Chicago office of Young & Rubicam. 
Schneider has been appointed vice-president in charge of merchandising 
Mr. Tatham joined the agency June 1, 


handling network radio 


] strike referendum now under 


Tatham has been appointed 


1938, 
Black since 1932. 


Kenneth Collins Joins ‘New York Times’ 


New York, Jan. 20.—Kenneth Collins, who resigned recently as vice- 
president of Gimbel Brothers, has joined the New York Times as assist- 
ant to Julius Ochs Adler, general manager. 


with R. H. Macy & Co., 


Biggest Campaign in Pennzoil History 


Oil City, Pa., 


pers, 
is the agency. 


Jan. 20.—Pennzoil Company today completed plans | 
for the biggest advertising campaign in its 53-year 


history. Newspa- 


magazines and farm papers will be used. Fuller & Smith & Ross, 
| Cleveland, 


phasis was laid upon the important 


amendment to the Federal Trade 
Commission act, and the new food, 


In calling for the defense of the 
Miller-Tydings law, Mr. Keim re- 
repealer which has 
already been introduced by Senator 


” he 


said, referring to both state and fed- 
trade legislation, “do not 


manufacturer of branded and trade- 
the legal right to 


programs 


vice- 
D. G. 


after serving 


Mr. Collins was formerly 
as vice-president in charge of advertising. 


Sesion law, the 
food, drug and 
cosmetic bill, and 
the host of rules 
which have been 
set up by govern- 
ment enforce- 
ment agencies, were laid bare by a 
score of speakers. At the same 
time, a realistic viewpoint was dem- 
onstrated, with general agreement 
that regulation is bound to continue, 
and that retailers will have to make 
the best of the situation and adjust 
themselves to the new conditions. 

The practical viewpoint was espe- 
cially emphasized by Col. Robert A. 
Roos, president of Roos Brothers, 
San Francisco, who urged the need 
of more self-discipline on the part 
of business men. 


Benjamin Namm 


Favors National Rules 


“I believe we are prepared to be 
realistic,” he said. “I think we are 
ready to face the fact that unless we 
create a sound, well-organized pro- 
gram for conducting our business 
on a nationwide scale, we will soon 
find ourselves saddled with such a 
conglomeration of independent state 
laws as to make national marketing 
a nightmare. If this means con- 
cessions to labor, concessions to 
social experiments, concessions to 


stifle competition, but in accord- government trial and error, con- 
ance with the decision of the United | cescions to public protection and 
States Supreme Court, give the 


public opinion—and it does—then 
(Continued on Page 29) 


Asks $500,000 
to Advertise 


Loan Associations 


Washington, D. C., Jan. 18.—A bill 
to provide a $500,000 advertising 
appropriation for the Federal Sav- 
ings and Loan Corporation has been 
introduced by Representative J. O. 
Fernandez, of Louisiana, with a re- 
quest that it be given preferred 
status on the calendar of the House 
|banking and currency committee. 

A national advertising campaign, 
Representative Fernandez believes, 
is necessary to awaken the public to 
the value of stock in the nation’s 
homestead and building and loan 
associations, both from the view- 
_point of safety and return. If such 
|a demand could be created, the con- 
struction industry’ would benefit 
through increased demand for 
homes, he asserted. 

Ample precedent for government 
financing of advertising programs 
has been established, Representative 
Fernandez said, recalling campaigns 
for federal housing, cruises to South 
America and the charms of the Vir- 
gin Islands. 
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s able for ordinary use. The new | lated receiving sets has already been LUSTY APPLIANCE INFANT GETS BOOST 
New Type of Radio type of broadcasting equipment|started on a commercial basis by 


Transmission Cuts 
Out Interference 


Unused Wave Lengths 


Also Available, Colum- 
bia Professor Says 


New York, Jan. 18.—A new de- 
velopment in radio transmission 
which, if widely adopted, will make 
obsolete all receiving sets now in 
use, has been perfected by Major 
Edwin H. Armstrong, professor of 
electrical engineering at Columbia 
University, it was revealed here 
today. Major Armstrong has been 
experimenting with high-powered 
staticless broadcasting at his own 
station, W2XMN in suburban Al- 
pine, N. J., and will start transmit- 
ting on regular schedule in the 
spring. 

Major Armstrong’s invention may 
also have a profound effect on the 
commercial use of radio, by opening 
up a vast new series of ultra-high 
frequency channels not now avail- 


forms what is known as a “fre- 
quency modulated” station. 

In addition to W2XMN, there are 
two similar stations 
one in Albany, N. Y., operated ex- 
perimentally by General Electric 
Company, and the other at Storrs, 
Conn., erected by Professor Daniel 
Noble of Connecticut State College. 
At least six others are said to be 
in course of construction in the East, 
one by the Yankee Network on 
Mount Asnebumskit, near Worces- 
ter, Mass. 


Regular Schedule Set 


Major Armstrong’s station will 
start regular broadcasting through 
arrangement with WQXR to receive 
and transmit the programs now 
broadcast from the New York “high 
fidelity” station. John V. Hogan. 
owner of WQXR, has filed an appli- 
cation with the Federal Communi- 
cations Commission for permission 
to build a frequency modulated sta- 
tion in New York, and the arrange- 
ment with Major Armstrong will 
continue until that station is erected. 

Reception of programs over the 
new type of station requires an en- 
tirely different kind of receiver than 
the type now in general use. Con- 
struction of these frequency modu- 


in existence, | 


|the General Electric Company. The 
|new sets, when produced on a quan- 
ltity basis, will cost no more than 
the conventional receivers and will 
be capable of receiving both the old | 
and the new type of broadcasting. 
Station W2XMN is at present as- | 
signed to broadcast in the vicinity 
of 40 megacycles, by the FCC, which | 
corresponds to a wave length of. 
seven meters. While this is an ex-| 
tremely short wave length, judged | 
by ordinary standards, the invention | 
can be equally effective on still 
shorter lengths, according to Major 
Armstrong. The importance of this 
factor, he points out, is that should 
the longer wave lengths ever be 
fully occupied, there will always be 
room at the top for more. 
“Frequency modulated programs,”’ 
said Major Armstrong, “will have 
from one one-hundreth to one one- 
thousandth the disturbance of pro- 
grams broadcast by present meth- 
ods. This means much better re- 
‘eption within the service area of 
the new station, which is conserva- 
tively estimated at 100 miles.” 


Doolittle Named 


Jasper Doolittle has been named 
vice-president of Doolittle & Co.. 


Chicago direct mail service. 


Busy traffic and transportation executives must have 
prompt, accurate, and summarized reports on the ever-chang- 


ing conditions in the field of distribution. 
urgent is this need that these executives pay $10 a year for 


Traffic World to satisfy it. 


To pound out this information each week as it has for the 
past thirty-two years, Traffic World maintains the largest full 
time editorial staff in Washington of any business publication. 
This staff, together with correspondents the country over, pours 
thousands of words each week to the editor and his assistants 


at publishing headquarters. 


Such coverage of the news front continues to make Traffic 
World not only the “most influential editorial force” but also 
the “most influential advertising force” in its industry. 


Since this is just part of the story of why you or your client 
will reach the transportation industry's most select group of 
interested buyers through Traffic World, get in touch with any 
of the offices below for all details—including what these execu- 
tives buy and how much they spend annually. | 


So important and 


| 
| 


THE TRAFFIC WORLD 


The Weekly Transportation News Magazine 


CABC) 


Publishing headquarters: 
512 Fifth Avenue, New York — 1023 Earle Bldg. Washington. D. C. 


418 South Market 


Street. Chicago 
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EASIER COOKING: EASIER LIVING 


ROASTER 


Cooks Cvery Way - Coes Cverymhere 


CTRIC 


400K FOR THIS 
SEAL ON YOUR 
HLECTRIC ROASTER 


The electric roaster, said to be the fastest growing of all electrical appliances, 


will be promoted this year in several n 


ational magazines. The appropriation is 


about $500,000, with Ralph H. Jones Company, New York, the agency in charge. 
The campaign is sponsored by the Modern Kitchen Bureau. 


Soft Drink Expert 
Sees Industry's 
Best Year Ahead 


Boston, Jan. 17.— The soft drink 
industry spent more than $5,000,000 
last year in advertising its products 
and now looks forward to one of the 
best years in its history, according 
to Thomas J. Fay, president of the 
Eastern Soda Water Bottlers’ As- 
sociation. Mr. Fay made this pre- 
diction at the association’s recent 
convention here. 

“The soft drink industry,” he de- 
clared, “is one which defies to a 
larger extent than any other, except 
food, the fluctuations of business 
activity. It is an industry which 
made a net profit last year on 4,- 
000,000,000 transactions, on which 
retailers probably realized another 
$50,000,000 of gross margin.” 

There are about 100 national 
brands in the field, Mr. Fay added, 
if this term can be applied to all 
which are advertised in more than 
two or three communities. This 
number, however, is estimated at 
less than 10 per cent of the local 
brands. 

Chocolate milk drinks, milk, tea 
and coffee provide major competi- 
tion, he remarked, with advertising 
effectiveness being a significant fac- 
tor in determining consumer pur- 
decisions between the two 


Mr. Fay said that analysis of the 
industry’s 1937 budgets showed 
newspapers getting 47 per cent; 
magazines, 36 per cent, and radio, 
15 per cent. This breakdown does 
include admittedly high ex- 
for posters, car cards, 
painted signs, counter displays and 
other dealer helps. 


“Tribune” Shifts Three 

J. Loy Maloney, formerly city 
editor of the Chicago Tribune, has 
been named managing editor, suc- 
ceeding the late Robert Morton Lee. 
W. D. Maxwell, news editor, be- 
comes city editor, and H. M. Hodg- 
son, relief editor, becomes news edi- 
ton 


'Posner to Spend More 
Advertising plans by Dr. A. Pos- | 
ner Shoes, Inc., New York, call for | 


an increase of about five per cent 
in expenditures, compared with the 
1938 budget. Newspapers, business 
papers and one magazine will be 
used. Hirshon-Garfield, New York. 
has the account. 


Electric Brother 
Gets Place Beside 
Famous Big Ben 


La Salle, Ill., Jan. 18.—Westclox 
division of General Time Instru- 
ments Corporation, having intro- 
duced its new Big Ben electric to 
the trade this month, will lose little 
time in backing up this new addi- 
tion with national copy. 

L. B. Richards, advertising man- 
ager, said today that special copy is 
scheduled for Better Homes and 
Gardens, Collier’s, Good Housekep- 
ing and The Saturday Evening Post. 
First insertion will be a full page in 
the Post April 22. 

The new Big Ben, he added, is 
self-starting and carries a chime 
alarm. It retails at $4.95. 


Wrangell, Sewall Added 


Baron George Wrangell, former 
editorial feature writer for Hearst 
Newspapers, has joined Transit Ad- 
vertisers, New York, as editor of 
“Metropolitan Merry Go Round,” 
which is distributed as an insert on 
dining cars of the New York, New 
Haven & Hartford Railroad. Marsh- 
all C. Sewall, formerly account 
executive at Compton Advertising, 
New York, has also joined the com- 
pany as vice-president of its sub- 
sidiary, Air Ads, Inc., New York. 


SO ER OR TU 
THE EYES OF THE 
$2,000,000,000 ANNUAL 
HIGHWAY MARKET WILL 
BE FOCUSED ON THE 
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Banner Program 
Lined Up for Food 
Industry ‘Parade’ 


Magazines, Newspapers 
and Radio Lend Support 
to Drive 


New York, Jan. 19.—The most 
enthusiastic support ever accorded 
a program to sell national advertis- 
ing to the American public has been 
enlisted by the Associated Grocery 
Manufacturers of America for its 
“Parade of Progress” promotion to 
be held April 6-May 6, it was 
disclosed this week. 

Hundreds of thousands of dollars 
worth of publication space and 
radio time have been promised 
AGMA, in addition to the emphasis 
which will be placed on the cam- 
paign by the 250 members of the 
association in their own advertising. 

Twenty-nine national magazines 
have already arranged to assist in 
the drive*to show consumers how 
the advances of the grocery indus- 
try benefit them, and particularly 
how national advertising has played 
its part in improving living condi- 
tions. 


Impressive Magazine List 


Radio has also climbed on the 
bandwagon, ard all three national 
networks have promised coopera- 
tion, in addition to donations of 
time from many individual stations. 
National Broadcasting Company 
will donate a half-hour program 
from 8 to 8:30 p. m. Thursdays for 
15 consecutive weeks beginning Jan. 
26 over an 80-station hookup. Co- 
lumbia Broadcasting System and 
Mutual Broadcasting System have 
not yet completed plans. 

Magazines which have completed 
plans for joining in the “Parade of 
Progress” include the following: 
American, Better Homes & Gardens 
Collier’s, Country Gentleman, Coun- 
try Home, Farmer’s Wife, Fawcett 
Women’s Group, Good Housekeep- 
ing, Ladies’ Home Journal, Liberty. 
Life, Macfadden Women’s Group, 
McCall’s, Parents’, Pictorial Review 
Practical Home Economics, The Sat- 
urday Evening Post, Simplicity’s 
Prevue Magazine, True Story, and 
Woman’s Home Companion. Others 
are being added daily. 


Schedule Editorial Features 


Plans for cooperation on the part 
of magazines vary from four-color 
spreads to banner displays on deliv- 
ery trucks. Many of the magazines 
have scheduled editorial features on 
the subject, while others will print 
editorials espousing the cause. 

Curtis Publishing Company has 
placed advertisements in two busi- 
ness papers, signed by Country Gen- 
tlemen, Ladies’ Home Journal, and 
The Saturday Evening Post, calling 
retailers’ attention to the industry- 


*Thousands of ready-to-use 
illustrations, on all subjects. 
are available for your inspec- 
tion. Write, wire or phone . 


KAUFMANN & FABRY CO. 
425 S. Wabash Ave.® Chicago 
PHONE HARRISON 3135 


106 West 43rd St.. NEW YORK 
Phone Bryant 9-6682 


wide promotion. 
zines will carry spreads in their own 
advertising columns, and will devote 
regular newspaper advertising to 
the parade. 

Three Crowell Publishing Com- 
pany magazines will carry ad- 
vertising spreads. In addition, Paul 
Willis, president of AGMA, will 
write the guest editorial in the 
March American; Collier’s merchan- 
dising division representatives will 
distribute display cards to retailers; 
and Woman’s Home Companion will 
carry an article entitled “Groceries 
on Parade” and will sponsor radio 
talks to housewives. 

Life will carry a picture essay on 
the food industry, distribute window 
stickers to its advertisers to pass 


All three maga-| 


along to retailers, make available 
extra copies of the magazine for 
food advertisers to deliver to gro- 
cers, and advertise in grocery papers 
to tell of the parade. 

Both Fawcett and Macfadden 
Women's Group magazines. will 
carry full-page advertisements. 
May issues of Fawcett publications 
will also have footnotes on each ad- 
vertising page reading: “Parade of 
Progress of Nationally Known Prod- 
ucts at Your Grocer’s April 6- 
May 6.” 

Newspaper tie-ups have not yet 
been completed, but hundreds of 
papers are expected to join by dis- 
tributing special inserts, and by con- 
tributing advertising space to the 
industry promotion. 


‘Socony- -Vacuum 
Increases Budget 
for 1939 Promotion 


New York, Jan. 19.—Socony- 
Vacuum Oil Company has stepped 
up its advertising budget for 1939, 
Eben Griffiths, advertising manager, 
revealed here today. Magazines will 
receive 10 to 15 per cent more busi- 
ness than last year, and other media 
about the same as in 1938. The 
campaign begins in April. 

Radio activities, consisting of 
baseball broadcasts of major and 
minor league games, will be con- 
tinued on the same scale as during 
1938 with only minor changes in 


| wow. 


Fremont Listeners Prove 


Preference for WOW 


@ Thriving Fremont, Nebraska, is the center of an important 

“plus-market” in Nebriowa. Annual retail sales in this 
| market exceed eight million dollars—no small factor in the 
rich Nebraska-Iowa territory served by Radio Station 


in that city. 


schedules. Socony-Vacuum will par- 
ticipate in the New York World’s 
Fair as a part of the petroleum in- 
dustries’ exhibit. J. Stirling Getch- 
ell is the agency. 


Van Leer Forms Agency 


Arnold Van Leer, vice-president 
of Cowan & Van Leer, New York 
agency which has been dissolved, 
has formed Arnold Van Leer Asso- 
ciates, advertising, merchandising 
and public relations counsel. Offices 
are at 521 Fifth avenue, New York 


Foley Gets Railroad 


Central Railroad of New Jersey 
has appointed the Richard A. Foley 
Advertising Agency, 
‘to direct its account. 


Philadelphia, 


lot even standing room was left in Fremont's big 
auditorium when the WOW Good Will Follies played 


@ W. C. Motter, secretary-manager of the Fremont Cham- 
ber of Commerce, promises WOW’'s Lyle DeMoss the 
support of his organization. 


| Fremont radio listeners proved their loyalty to this station by turning out 
5,000 strong at the WOW Good Will Follies stage show presented there 


middlewestern market. 


| recently. WOW “packs ‘em in” for all advertisers seeking to sell this rich 
| 
| 


—— 


WOW « OMAHA 


} 580 KC © 5.000 Watts © John Gillin Jr. Mgr. © John Blair Co. Representatives 
Owned and Operated by the Woodmen of the World Life Insurance Society 
On the N.B.C. Red Network 
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wow DOMINATES 


& NEBRIOWA'S 
Minor MARKETS, TOO 
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Drug Men Rally 
Forces to Combat 
Fair Trade Repeal 


(Continued from Page 1) 
protect his trademark and the good 
will he has established, as well as 
to stabilize the market he has cre- 
uated for his products.” 


|business conditions for manufactur- 
ers of proprietary medicines in 1939 
are the Wheeler-Lea bill 
new food, drug and cosmetic act, 
according to W. Y. Preyer, presi- 
dent, Vick Chemical Company and 
chairman of the advisory committee 


and the | 


on advertising of the Proprietary 
Association. 
Advertising will carry more 


weight, he said, because of the FTC 
regulations, and the food, drug and 
cosmetic law, going into effect the 
last six months of the year, will 


idrive out of competition those prod- 


‘distributed individually as widely or 
as economically as through whole- 
salers. Whether present wholesale 
agencies will continue to perform 
this essential function, time alone 
can tell. An indication that they 
are the best and most economical 
method so far devised may be found 
in their low mortality during the} 
depression.” 

Capt. Schieffelin sounded a warn- 
ing against any measures which 
tend to raise prices, and declared 
that fair trade cannot succeed if it 
means high prices. Other speakers 


FOR FAIR TRADE 


and full 


$$ a 


Entry Forms Are 
Distributed for 
Packaging Contest 


New York, Jan. 18.—Entry forms 
information on package 
classifications are being distributeg 
for the eighth annual Irwin D. Wolf 
Awards competition, it was an- 
nounced here today. Presentation 
of the Wolf trophy and awards for 
distinctive merit will be made dur- 
ing the Ninth Packaging Exposition 


He contended, also, that the laws 
were in the interest of the consumer 
because they afford protection for 
products whose quality has been 
thoroughly demonstrated. | 


Two factors which will improve ! 


ucts which cannot meet the require- 
ments. 


“Certain subversive groups,” said 


Mr. Preyer, “under the guise of pro- | 


| tecting the consumer, are either in- 
personal 


terested in gain or the 


@That an ad be read is 
bility. That it be seen is 


the ad-writer’s responsi- 
the publisher's job... 


Here, in the daily Chicago Herald and Examiner, 


every ad is seen. The pages are small (only 1,000 


lines), and each page is rich in genuine human in- 


terest, each page sparkles with rich features, stories, 


photos. Advertisements 


are positioned always 


alongside newsmatter—always along the path of 


the reader's interest. There is no fold to hide your 


name, your price, your clincher . . . Here the well- 


written ad achieves BIG 


sales! 


HERALD AND EXAMINER 
Chicago’s NEWSpaper! 


— a WAL CWEPHESENIATIVES, = a. 


TABLOID NEWSPAPER ADVERTISING SERVICE 


PUBLIC 


On or about February 
Daily Herald and Exam 


Chicago's only morning 


two new giant Hoe presses, stepping up capacity 
by four deliveries of 64 pages each. 


CHICAGO HERALD AND EXAMINER 


NOTICE! 


1, 1939, the Chicago 
iner will be printed by 


Watch 
tabloid GROW! 


& Sons, staunch defender of price main- 
tenance laws. 


tearing down of our American stan- 
dards by wishing to do away with 
all forms of advertising as well as 
self-medication. These groups may 


find, under the Wheeler-Lea act 
that they cannot continue their 
practice of giving the consumer 


half-truths.” 


Plaut Stresses Administration 


| The danger which lurks in tech- 
| nicalities, in the enforcement of the 
inew laws, was cited by Edward 


|Plaut, president, Lehn & Fink Prod- 


ucts Corporation, who urged the 

| need of wise administration. 
Captain William J. Schieffelin, 
Jr., president, Schieffelin & Co., de- 


|scribed the function of wholesaling 


|as indispensable to modern industry 


land denied the theory that whole- 
'salers’ services tend to increase con- 
'sumer prices. 

| “Experience has shown,” he said, 
“that most merchandise cannot be 


X 


were Harry L. Derby, president of 
American Cyanamid & Chemical 
Corporation and Hugh Craig, editor 
of Oil, Paint and Drug Reporter. 


|K. B. Hurd, vice-president of Amer- 


|ican Druggist, presided. 


‘Claim Consumer 
Saves 3.91% 


R. D. Keim, vice-president, E. R. Squibb Under Fair Trade AMA, is awarded the outstanding 


Boston, Jan. 19.—Insurance of the | 


druggist’s margin by minimum 


prices on trademarked products! 


/has resulted in lower prices to the 
consumer, the fair trade cornmis- 
‘sion of the Massachusetts State 
|Pharmaceutical Association reported 
jtoday, following an analysis of re- 
isponses to a questionnaire mailed to 


retailers. 
In support of its position, the 
committee said that the survey 


|showed the total consumer saving 
on all 45,078 items to be 3.91 per 
cent. 


Receives 758 Questionnaires 


The committee received and ex- 
amined 758 questionnaires, which 
reported that 18,204 items had been 
priced lower under fair trade; 4,229 
raised, and 22,645 unchanged. The 
committee said that the total amount 
|/which prices have been lowered is 
$1,045.62; raised, $229.72: average 
jamount saved on price reductions, 
$0.0574; average amount of increase, 
$0.0543. 


AD,TENTION VALUE 


The particular merit of the daily Chicago Herald 


and Examiner lies in this assurance of visibility for 


al! ads. 


= - 
Its circulation (one of the greatest in the 


. 
morning field in America) is virtually all readership 


from the ad-man’‘s point of view. The daily Herald 
and Examiner, at 40c a line, is an outstanding buy 


in the outs 
market of Chicago. 


This 600-line ad in the 
Herald and Examiner has 
great “ad-tention value.” 
Visualize it on a standard 
Compare prob- 
able readership. Compare 
probable SALES! Adver- 


tise in modern sizel 


size page. 


HERALD AND 


% 


Rally gainst Persecution in Spain 


EXAMINER 
Chicago’s NEWSpaper! 


-—  ** ~ SAYOOAL REvaEscutatives.” > = 7 


TABLOID NEWSPAPER ADVERTISING SERVICE 


at the Hotel Astor March 7-10, 
sponsored by the American Man- 
agement Association. 

| <Any package introduced during 
| 1938 is eligible for the competition 
|and may be entered in several of 
| the 21 classifications if desired. The 
Wolf trophy, established by Irwin 
D. Wolf, vice-president of the Kauf- 
mann Department Stores, Pitts- 
burgh, and a vice-president of the 


package among the 21 group win- 
ners. 


Classifications Listed 


Awards in these groups will be 
;made for the package most effec- 
tively demonstrating the following 
| qualities: Use of a single color. Use 
of more than one color. Typography. 
Shelf visibility. Redesign, based on 
| comparison of the old with the new. 
Merchandising ingenuity. Consume: 
| convenience. Combination sales 
| unit. Secondary use. Layout and/or 
decorative design. Package insert. 
Construction. Use of two or more 
| materials in one package. The most 
|effective family of packages. Gift 
j}appeal. Most effective package for 
|}a product not previously packaged. 


| Specific buying information. Em- 
|ployment of printing and _ color. 
| Merchandising and_ construction. 


|Counter display. Floor display. 

Entries must be sent to the Irwin 
|D. Wolf Awards, Empire State bldg., 
|New York, by Feb. 8, closing date 
'for the contest. Packages will be 
| judged on Feb. 16. 

The jury of awards includes 
James C. Boudreau, Pratt Institute: 
W. F. Deveneau, sales promotion 
manager of National Folding Box 
Company; C. B. Larrabee, Printers’ 
Ink; Joseph M. Givner, assistant to 

| the vice-president in charge of mer- 
| chandising, Sears, Roebuck & Co.; 
| Mrs. Carol Willis Moffett; Edgar 
| Kobak, vice - president of Lord & 
| Thomas, and Dorothy Shaver, vice- 
| president of Lord & Taylor. 

| Co-sponsors with the AMA this 
| year are the Advertising Federation 
'of America and the Consumer-Re- 


| tailer Relations Council. 
| 
| 


Clark, Smith Advanced 

| Henry P. Clark, manager of the 
| Latin-American offices of McCann- 
| Erickson Corporation, and George 
H. Smith, Jr., of the agency’s New 
York offices, have been elected vice- 
| presidents of the company. McCann- 
| Erickson Corporation is the Latin- 
/American affiliate of McCann- 
Erickson, Inc., New York. 


PUBLIC 
NOTICE! 


On Sunday. January 8. 
1939. the home delivery of 
the Chicago Herald and 
Examiner, daily and Sun- 
day. was taken over by 
The News Carriers’ Associ- 
ation of Chicago—resulting 
in an increase of 65 major 
distribution depots over 
the previous method — im- 
proved service to readers 
—greater circulation. 
Watch Chicago's only 
morning tabloid GROW! 


CHICAGO HERALD 
AND EXAMINER 
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C4 charge of developing the new divi-|said, had developed 874 new small/of solicitation after campaign lists 
Tobacco Jobbers Penna. Publishers sion. A two-day conference on dis-| accounts during the past two years.|were already completed. Besides 


Seek Trade 
Practice Rules 


Industry Stabiliza- 
tion Sought Via Volun- 
tary Code 


Chicago, Jan. 19.—The National 
Association of Tobacco Distributors 
i. working for an industry confer- 
ence under auspices of the Federal 
Trade Commission, at which it 
hopes to formulate trade practice 


Set Up Division 
on Advertising 


convention 


play advertising is also scheduled|On the mechanical side, standardi- 
‘zation should be effected whenever 
Among those who addressed the | possible, he declared, simply be- 
W./cause it 


for an as yet unannounced date. 


were Col. Leroy 


| Harrisburg, Pa., Jan. 18. — Estab-| Herron, advertising director of the 
‘lishment of a new division by the Washington Star and president of 
Pennsylvania Newspaper Publishers| the Newspaper Advertising Execu-| 


Association for specific 
newspaper advertising 


study 
was 


of | tives’ Association; Edith Ellsworth, 
an- Space buyer for Roche, Williams & 


'nounced here today, following the|Cunnyngham, Philadelphia; Milton 


|association’s convention last week. 
| Col. J. Hale Steinman, 
‘three Lancaster newspapers—New 


R. Miller, Daily News, Batavia, 


of the|N. Y., and Edward D. Woodyard. 


president of 


| Era, Intelligencer Journal and Sun-|newspaper representative. 


| day News—was elected president of 
'the group. 


| 
| 


Col. Herron asked the publishers) often an _ influential 
One of his first tasks| to increase their attention both to|choice of that paper by the adver-| predicted that this type of 


makes 


papers. 


Information Influential Factor 


Miss Ellsworth 


part in community 


| will be the appointment of a com-| the development of small accounts] tiser. 


| mittee on 


| practices. 


advertising rates 
This committee will be in 


rules which will result in some de- | 


sree of price stabilization. 

Joseph Kolodny, executive secre- 
tary, made this announcement ai 
the opening of the seventh annua) 
convention here today, indicating 
that in the event of failure, the dis- 
tributors will bring strong pressure 
to bear on manufacturers to adopt 
price maintenance. If this, too. 
proves impracticable, the jobbers 
will support national and state un- 
fair sales acts, making it illegal to 
sell below cost. 

Chicago distributors have already 
launched a trade practice experi- 
ment, which is being watched with 
great interest by the trade gener- 
ally. 

Joseph 
Chicago 
tion, said 


Pines, chairman of the 
Tobacco Jobbers Associa- 
that as a result every 
nember has enjoyed a_ profitable 
He told ADVERTISING AGE 
however, that this, unhappily, does 
not apply to retailers. The success 
of the jobbers in getting a reason- 
able margin has merely complicated 
the lot of the dealers in view of the 
inflexibility of the price which may 
be charged to the consumer. 

Legal aspects of the Chicago situ- 
ation were presented by David 
Silbert, counsel for the local organi- 
zation. The floor established under 

prices is justified, he be- 
by a local decision a few 
years ago, when a court issued an 
injunction against sales below cost 
by laundries, and further appointed 
an expert to determine this cost. 
This decision was upheld by an 
appeals court. 

The Chicago Tobacco Jobbers As- 
ociation took advantage of this and 
imilar rulings to adopt trade prac- 
tice rules patterned after those otf 
the FTC, and _ declared selling 
below cost to injure competitors o1 
to lessen competition to be an unfai) 
practice. It defined cost as a figure 
including all elements recognized 
by accountants, and established thi: 
cost as 4.86 per cent. 

It also put teeth in its self-regu- 
lation by creating a trial board, with 
power to assess a $500 fine for vio- 
lation of the code. Mr. Silbert said 
that “a lot of trials’ have been held 
during the past year. In spite ot! 
his, he added, the situation is “90 
per cent perfect.” The Chicago sys- 
te has been “questioned, but no 
ttacked,” he concluded. 


year. 


tobacco 


lia . 
eves, 
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NO OTHER 


THE MIDWEST 
FARM PAPERS 


and|and to the mechanical standardiza- 


tion of newspapers. The Star, he 


HERE’S THE 
RECORD 


1927 
Saturday Evening Post 
THE NEW YORKER 
Vogue 
1928 


Saturday Evening Post 
THE NEW YORKER 
Vogue 
1929 
Saturday Evening Post 
THE NEW YORKER 
Vogue 
1930 


Saturday Evening Post 


THE NEW YORKER 
Time Magazine 
1931 


Saturday Evening Post 
THE NEW YORKER 
Time Magazine 
1932 
Saturday Evening Post 
THE NEW YORKER 
Time Magazine 
1933 


Saturday Evening Post 


THE NEW YORKER 
Time Magazine 
1934 
THE NEW YORKER 


Saturday Evening Post 
Time Magazine 
1935 
Saturday Evening Post 
Time Magazine 
THE NEW YORKER 
1936 
lime Magazine 
Saturday Evening Post 
THE NEW YORKER 
1937 
lime Magazine 
Saturday Evening Post 
THE NEW YORKER 
1938 
Saturday Evening Post 
THE NEW YORKER 
Time Magazine 


Figures from Printers’ Ink 


7 


var gt 


THE 


wi 


it easier 
advertiser to do business with news- 


emphasized her | to 
|interest in the human interest side 
of newspaper making, commenting 
‘that information made available to 
Woodyard Associates. | agencies concerning the newspaper's 
projects 
factor 


an 


Was 
the 


being a waste of time, she said, this 


technique usually serves to make 
life miserable for the agency. 
Increases in linage, said Mr. 


Miller, are possible when the news- 
paper devotes sufficient time to 
make a study of what the advertiser 
jhas to offer. He urged publishers 
study carefully their clients’ 
merchandising needs and to see that 
stores advertised products that peo- 
ple wanted, rather than “merchan- 
dise they hoped they would want.” 

Mr. Woodyard, whose organiza- 
tion represents some 2,100 weeklies, 
paper 


| would gain a substantial increase in 
Among Miss Ellsworth’s “don’ts’’| institutional advertising linage dur- 
for representatives was the practice! ing the year. 


UP FRONT 


Way back in 1927 the three magazines carrying the greatest number of ad- 
vertising pages for the year were The Saturday Evening Post, Te New Yorker 
and Vogue. Since 1930 the three leaders have been The Saturday Evening Post, 
The New Yorker and ‘Time Magazine. And for nine consecutive years they have 
held that record. For many years The New Yorker was in second place once it 
was first; a few times it was third and again in 1938, it returned to second place. 
We are proud of this record but prouder still of the consistency of it. It speaks 
volumes for weeklies and for original magazines And of course we are glad that 


year in, year out, in good times and bad, T’/ie New Yorker continues up front. 


NEW YORKER 


25 WEST 43RD STREET, NEW YORK, N. Y. 
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C. R. White has been appointed general 
sales manager of Federal Electric Com- 


pany, Chicago. He was formerly in 
charge of sales for Munsingwear, Inc.. 
and later occupied the same post with 
Industrial Rayon Corporation, Cleveland. 
More recently he was a sales consultant 
with headquarters in New York. 


Plans Second | 
National Campaign 


Weslaco, Tex., Jan. 18.—The citrus | 
industry’s second attempt to market | 
a record crop through cooperative | 
national promotion will be staged | 
Jan. 26-Feb. 4, it was announced | 
here today. 

This ten-day period follows a| 
similar campaign which ran Nov. | 
25-Dec. 4. Federal marketing agen- | 
cies are assisting in the drive and| 
retailers have agreed upon a mini- | 
mum mark-up of 25 per cent. 

Promotion of the second sale is! 
being handled by Leche & Leche, 
Dallas agency for the Rio Grande 
Valley Citrus Exchange. The third | 
sale, March 2-12, will be in charge 
of Lord & Thomas, agency for the 
California Fruit Growers Exchange. | 

A focal point for the drive will | 
be a 20-page brochure of selling and 
merchandising ideas which has been 
created for the sale by Leche & 
Leche. It includes suggestions for 
window posters, window streamers, 
wall banners, overhead stringers, 


newspaper advertisement inserts, 
newspaper advertisement mast- | 
heads, 24-sheet posters, talking | 


signs, radio announcements, menu | 
tip-ons, store display ideas, and a | 
series of sales promotional ideas. | 
| 

Outside Groups Join Forces | 
This brochure is being supplied, 
well in advance of the sale, to all 
participating agencies. Among these | 
are the Independent Food Distribu- | 
tors Council, National Association of | 
Food Chains, Super Market Insti-| 
tute, National Restaurant Associa- | 
tion, National Association of Chain| 
Drug Stores, National Association of | 
Retail Druggists, Limited Price Va- 
riety Stores Association, and the 
Institute of Distribution, consisting | 
of all important chain store groups | 
in the mail order, shoe, variety | 
store, wearing apparel, specialty, | 
shoe, hat, general merchandise, auto | 
accessory, and other fields. 


For Library Publicity 


The Illinois Library Association 
has appointed Dasho-Rogers & As- 


TO FEDERAL ELECTRIC Philco Surveys 
Personal Market 


for Air Coolers 


Philadelphia, Jan. 19.—While sev- 


‘eral new products of Philco Radio 
& Television Corporation, 


notably 
its line of Conservador refrigera- 
tors, will come in for aggressive ad- 


vertising support in 1939, much em- | 


|phasis will be given to the personal | 


| directions. 


ADVERTISING AGE 


nately wide gap” can be effectively 
bridged with advertising and sales 
in 1939 and much of its promotion 
will be based on this thesis. 

While Philco engineers will 
shortly announce a completely new 
line of Conservador refrigerators, 
they have also been active in other 
Their latest production 
is the Philco wireless record player. 
This instrument requires no wires 
or connections to the radio. It is 
simply plugged in to the nearest 


market for air conditioning, Sayre |electric outlet for recorded music 


M. Ramsdell, 
today. 

Only 31 per cent of 1938 air con- 
ditioning sales were personal, Mr. | 
Ramsdell said, while 65 per cent) 
were commercial and _ industrial. | 
Philco believes that this “inordi-| 


vice-president, said 


sociates, Chicago, as publicity coun- 
sel. 


Now Available Agency 


SPACE BUYER 


Radio, Outdoor, Car Card 
and Publication experience. 
| Ten years with a 4-A | 
agency, after nine years with an 
agency and an outdoor advertising 
company. 

Christian, married, 46, and a per 
formance record on big schedules 
that confirms impressive recommen 


leading 


| 

| 

| 

* | 
| 

| 

' 


dations as to ability to work well 
with, under, and over people and 
get results. 

Seeks spot with agency, advertiser. | 
or medium. Replies in confidence 
Address Box 1626, Advertising Age 
New York. 


. | 


2 er Bae 


that is said to have the same fine 
tonal quality as the radio itself. 


To Represent “Star” 

The Star, Anniston, Ala., has ap- 
pointed Lorenzen & Thompson as 
national representative. 


me 


Electrographic Moves 

New York divisions of Electro- 
\graphic Corporation, _ including 
|Reilly Electrotype Company, Typo- 
graphic Service Company, Inde- 
pendent Typesetting Company and 
Photo-Lettering, Inc., have moved 
to larger quarters at 305 E. 45th 
street. New telephone numbers are 
MUrray Hill 6-6350 for Reilly; 
MUrray Hill 6-6670 for Typographic 
and MUrray Hill 6-6616 for Photo- 
Lettering. 


Knill Added 


Charles P. Knill, Jr., formerly 
with Advertising Agencies Service 
Company, and Frederick W. 
Schmidt, Inc., typographer, both of 
New York, has joined the sales staff 
of the Atlantic Electrotype Com- 
pany, New York. 


Wins Wolf Award 


The annual Wolf Retail Awarg 
for the best store created package 
of the past year was awarded to 
Associated Merchandising Corpora. 
tion, New York, for its P & § 
(Purity and Safety) family group 
of packages at the opening of the 
28th annual convention of the Na- 
tional Retail Dry Goods Association 
in New York. 


Bates Adds Johnson 


A. S. Johnson has been appointed 
sales manager of Barbara Bates, 
manicure treatment, and C. J. Bates 
& Son, manicure preparations, with 
headquarters in New York. Mr. 
Johnson was formerly with Schnefe] 
Brothers Corporation, Newark, and 
Northam Warren Sales Corporation, 
New York. 
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New York, Boston 
Testing Ground 
for U. S. Milk Plan 


Washington, D. C., Jan. 18.—Early 
experimentation in reducing con- 
sumer prices of milk and dairy prod- 
ucts, fresh fruit and vegetables was 
indicated this week by the Depart- 
ment of Agriculture. Despite Sec- 
retary Wallace’s recent blast against 
the “two-price” system, which has 
aroused heated protests from indus- 
try, the idea will be retained, with 
only the name to be changed. 

Initial attempts will be devoted 
to reducing the cost of milk both in 
New York and Boston areas, uti- 
lizing the so-called La Guardia sys- 


tem of distribution. Some federal 
subsidies may be used to give milk 
producers a fair price and still cut 
the cost to the consumer at the point 
of sale. A somewhat similar pro- 
cedure will be used for fruits and 
vegetables, with one or two test 
cities being designated before any 
general campaign is initiated. 
Idea Behind Experiment 


The basic idea behind the experi- 
ments is that volume may be in- 
creased, to the greater happiness of 
consumer and producer, by lower 
prices. These, in turn, may be 
achieved by inexpensive packaging 
and less handling and service, plus 
an occasional subsidy. There is no 
intention at present, however, of 
extending the plan to such basic 
crops as wheat, corn or cotton. 


: 


Oil Company and 
Paramount Films 
in Unique Tie-up 


(Continued from Page 1) 
“Movie News” will be a four-page 
tabloid. The front cover contains 
a large photograph of the star used 
in advertising that month. The in- 
side pages are replete with news 
and “stills” of current Paramount 
shows and intimate movie gossip. 
The back page is Pan-Am product 
advertising, tied in with the big 
picture of the month. The news is 
only of Paramount pictures, distri- 
bution is solely through Pan-Am 
stations. 

The campaign which will cover 


P. eet ee 
. 


| 
Louisiana, Mississippi, Alabama and | 


Tennessee is being prepared and 
handled by the Fitzgerald Advertis- 
ing Agency. 


Account to Conner 


The Conner Company, San Fran- 
cisco, has been appointed to handle 
the advertising of Super Mold Cor- 
poration, Lodi, Calif., manufacturer 
of tire rebuilding equipment. Tire 
publications and_ service _ station 
magazines will be used. 


Robotham Added 


William S. Robotham, 
with the National Broadcasting 
Company, New York, has joined 
Edward W. Robotham & Co., Hart- 
ford, Conn., as assistant production 
manager. 


formerly 


LOVE IS BLIND 


A Wife Resents 


“My hushend is bald (her letter reads). Vet he is a snc- 
cessful man in business, cory popular with our friends, 
and 1 lowe him deeply. 1 therefore vesent very much 
the use you make of bald heads in vour advertising.” 
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~ KREML@ 


REMOVES DANDRUFF—CHECKS FALLING HAIR 
NOT GREAST—MAKES THE HAIG BEMAVE 


Kreml Shows Neat 
Trick in Answering 
Criticism of Copy 


New York, Jan. 17.—How to as- 
suage feelings hurt by hard-hitting 
advertising copy, and at the same 
time exploit the very theme that 
gave rise to consumer criticism, was 
demonstrated this week by R. B. 
Semler, in current copy for Krem] 
hair tonic. 

Recent Kreml advertising in na- 
tional magazines has featured a pic- 
ture of a bald-headed man, with 
the words “Don’t let this happen to 
you” inscribed on the bald pate. 
Copy has pointed out that baldness 
ages any man, and makes him con- 
spicuous. 

In January issues, the seven 
magazines on the Kreml list are 
carrying the advertiser’s answer to 
some slight criticism. Insertions in 
American, Collier’s, Cosmopolitan, 
Liberty, Life, The Saturday Evening 
Post, and Time picture the same 
bald head with its inscription, under 
the headline “A Wife Resents.” 

Quoting an actual letter received 
by the advertiser, the copy says: 
“My husband is bald. Yet he is a 
successful man in business, very 
popular with our friends, and I love 
him deeply. I therefore resent very 
much the use you make of bald 
heads in your advertising.” 

The ad went on to explain that 
“since thousands of other good 
women may feel kindred resent- 
ment, because their husbands are 
bald, we hasten to apologize and to 
explain that baldness does not 
brand a man as a social or business 
failure.” 


$atisfied Sponsors 


THEY REACH THE 
FOREIGN RESIDENTS 


69° 


of Metropolitan New York's 
population through our 
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Increased Budget, 
Wider Market 
on Gruen Program 


Cincinnati, Jan. 18.—Increased| 
advertising appropriations for 1939) 
were announced this week by Gruen 
Watch Company. The 1939 cam- 
paign will include magazines, radio} 


and dealer promotion. 
Teviah Sachs, vice-president of 
the company, outlined the maga- 


zine plans, which involve full pages 
in Esquire, The New Yorker, True 
Storu, Vogue, Time, The Saturday 
Evening Post and a number of Ca- 
nadian publications. 

The new “Verithin” wrist watch 
for men, introduced by Gruen this 
month, will be featured in the cam- 
paign. This watch, which was made 
possible by an ingenious re-arrange- 
ment of the wheel train, is said to) 
be the thinnest popular-priced wrist 
watch in the world. The Gruen! 
technicians’ watches for 1939 will! 
also be widely advertised in publi- 
cations covering the medica!, nurses’ 
and engineering professions, thus 
opening up to the Gruen dealer an 
entirely new class of 
customers. Two new dealer radio 
shows will be added to the four 
already in use. Frank Smith, adver- 


prospective 


in Southern F 
newspapers— 


37 newspapers 3 states 
advertisements every day 
rapidly building ever- 
larger audiences for your 
WWI. New Orleans pro- 
Now that WWI, 
is on 50,000 watts, it is the 


dominant station ina 


Urias. 


vast 
prosperous territory of 
10,000,000) people. 


And we're growing every 


over 
day. 


VINCENT FL ALLAHAN 


Ceneral Manager 


TELL— SELL — Over VW .\Y L 


Represented nationally by the Katz 


Ree ee 


HEN WARTS 


tising manager, said that 136 iewel-| Book Appears on 
ers are now using 213 of these! Radio‘s Legal Aspects 


shows throughout the country. 

r .4| A two-volume work, “The Law 

These local broadcasts are expected| .- . ms ay 

to be of particular value during the| 2! Radio Broadcasting,” by A. Wal- 

es - ; . B Me! ter Socolow, has been issued by 

slack months of early spring, keep- Baker, Voorhi & Co., Boston. 

ing the jeweler’s name in the mind Among the subjects covered are 

of the public and creating good will] labor relations, program producers 

in the community. The new shows!and script writers, news programs 

are “Springtime Serenade,” a mu-jrights of privacy, defamatory 

sical program, and “If I Could Live| broadcasts, protection of titles, pro- 

't Over.” conducted by the well-/|8%am censorship, copyright infringe- 
’ , - a | . > ‘ a $i z PANY? t 

known writer and philosopher, Wal- | '™* nts, ind international copyrigh 

er B. Pitkin | protection. 

Climaxing the spring campaign, | ° ° 

Gruen will sponsor a nationwide Spot Radio for Candicod 

contest directed at high school and|} Standard Vitamin 


‘ 


Corporation 


preparatory school students just be- | New York, maker of Candicod 

fore graduation, offering § scholar- chocolate vitamin compound, has 

ships to best letter writers on “I’m release d 13-week spot radio sched- 

proud to be an American because|WeS in a number of markets 

ce through Peck Advertising Agency, 
New York. 


McCann-Erickson is the agency 
for both magazine and radio adver- 
tising. 


Wnhght Names Publicity 

Wright Accessories, New 
marketer of tableware designed by 
Russell Wright, has appointed Pub- 
licity Associates, New York, as pub- 


Tracy Elected Head 


Lee Tracy, of the New York) ic relations counsel. 
World-Telegram, has been elected as 
president of the New York News- 


paper Promotion Group, succeeding | Selig Joins Piser 


York. | 


Kenneth Mason, New York Sun John J. Selig, Jr., formerly in the | 
Leslie Davis, of the Wall Street | advertising department of the New 
Journal, has been elected secretary) York Mirror, has joined Piser & | 
and treasurer, succeeding Mr.| Co., New York, furniture, as assist- 


Tracy. ant to the president. 


times 


Hear the best shows 


clearly over 


/Ton 


1 / 
QUANT 
11 


now 50,000 watts 
7.00 pm Gang Busters 
7:30 pm Paul Whiteman 
800 pm John Barrymore 


= = 
aa 


/ 
tune | 


850 =| 


the middle of 


your dial j 


we're telling people 


to listen to your program! For “— salesmen --- 
or space buyers --- 


WWL New Orleans gives you 50.000 watts 


plus Established through leadership in 


prelerence covering 
local events. 
plus Dominance in the prospering Deep South. 
plus The economy of using | station with five times the power 


of any station within 400 miles. 
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New Orleans—CBS Affiliate 


Agenes 9 Ine. 


DIME CIGARETTE G 


NEVER: BELIEVED a cigarette 
could taste so mild and gen- 
tle. But after all, Dominos are 
blended from fine Turkish and 
domestic tobacco and firmly 
rolledin real champagne cigarette 
paper— vacuum-cleaned to re- 
move dust and tobacco particles 
and they cost only ten cents for 
twenty. Sohelp me—I’m swinging 
to Domino—it’s the hit of the day. 


a 
a 


ETS SWING THEME 


So Help Me* 


GF 1 DON'T LOVE YoU) 


“Copyright, 1938, Remick 
Miusie Corporation, 
Used by permission, 


Actual words and music are reproduced in current insertions of Larus Brothers 
Company, Richmond, Va., on behalf of Domino cigarettes, one of the entries for 


ten-cent 


New Crisco Process 
Keys P&G Drive 
in Newspapers 


(Picture on Page 31) 


New York, Jan. 18.—Procter & 
|Gamble Company this week em- 
|barked on a widespread newspaper 
campaign for Crisco featuring a 
“Gyro-Churn” process which has 
recently been perfected to make the 
shortening more creamy and easier 
to mix. 


The new process is also being | 
promoted over two of Procter & 
Gamble’s weekday radio _ serials, 
“Vie & Sade,” and “This Day Is 
Ours.” The theme was adopted for 


the broadcasts a week before it was 
introduced in 1,000 line copy in 
newspapers. 

The new 
features 


Crisco newspaper copy 
testimonials from  house- 
wives which combine selling appeals 
formerly used with the new promo- 
tional slant offered “Gyro- 
Churn.” Copy also includes recipes 
and a testimonial from Sade of the 
Crisco radio team. 

Compton Advertising is in charge. 
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JUST PUBLISHED 


ADVERTISING 


By Hugh E 
Markety . 


| HIS is a working anual tor all 
time. It presents impartially the 
' 


the various media and 


media. An 


Dept. ot New York 


the basic facts 
t! alvzes 


ESE circulation and 
itions of different media may be 
ind secondary media, describing the 
str it ind weakne ses for specie 
Look up in this book 
scl iB 
x { ‘ 


l 10 DAYS EXAMINATION ON 
| McGraw-Hill Book Co., Inc., 330 W. 42nd St.. N. 
J Send me Agn i. t's Advert 1 

l 

I. 

| 

! 

| ‘ 1 = 

| Rook 


and 


gnew and Warren B 


r charac teristics, 


honors. 


Sokolsky Series 
“Canned” for Canners 
Liberty magazine, desirous of ac- 
quainting the canning industry with 
its recently completed series on 
“The American Way,” by George 
'Sokolsky, has reprinted this series 
in strip form and “canned” it for 
distribution at the National Canners 
Convention in Chicago, Jan. 23-27. 
Brown bread cans, bearing the 
new two-way label, will be dis- 
tributed to convention visitors. 


ee 
Bijur Changes Post 

William Bijur, in charge of ad- 
vertising and sales promotion for 
Schenley Import Corporation, New 
York, has resigned to become ad- 
vertising and sales promotion man- 
ager of the exclusive American 
agency for Vichy-Celestines, French 


mineral water. Offices are at 285 
Madison avenue, New York. The 


Vichy Celestines Company plans an 
advertising campaign in this coun- 
try, using a selected list of news- 
papers and class magazines. 


Elected to ABP 


Industrial Marketing, Chicago, has 
been elected to membership in the 
Associated Business Papers, Inc. 
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® A finger tip barely touches a small red 
button and a twelve unit, color-deck equip- 
ped Goss press rolls to a standstill. To the 
press crew this signalizes another day's 
edition of The Oklahoman . . 


eo —another day's work well done. 


_or the Times 


The advertiser puts another interpreta- 
tion on this simple operation. To him a 
powerful selling campaign starts in Okla- 


use of homa. He sees it gain momentum when 


aye part merVy* 


SPONTA TR OF 


THE OKLAHOMA PUBLISHING COMPANY ese THE FARMER-STOCKMAN e<® MISTLETOE EXPRESS es WKY, OKLAHOMA CITY 


KVOR, COLORADO SPRINGSe*eKLZ, DENVER (Aifiliated Management) coo REPRESENTED BY THE KATZ AGENCY, INC. 


his message is carefully placed on the 
doorstep of nine out of ten newspaper 
reading homes in Oklahoma City by the 
Southwest's most complete carrier organi- 
zation. He feels its maximum velocity 
when six out of ten urban homes in a vast 
68-mile area receive their copies of the 
Oklahoman . 


the state's most efficient motorized distri- 


. or the Times... . through 


bution system, Mistletoe Express Service 


RD OT gy ee ine ci au A oan ee ee, es. ee eo 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


. 2 oe a oe : +5 we. rae ee a t 
ERR oth gages hela 5 gies 


Ci 


FOUR MILLION PAGES AN HOUR come tumbling off 
the Oklahoman and Times presses. Twelve paper 
reels, each holding three rolls, feed them without 
time out for changing rolls. Inks are kept at con- 
stant temperatures. The result: a more perfectly 
printed newspaper that makes reading easier and 
advertising more resultful. 


— 


AN AUTOPLATE SHAVER shaves and cools the plate 
before it is delivered to the press room by automatic 
conveyor. Another step to insure better printing 
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' | the history of building. The plan land discusses almost every phase of | READY FOR WRAPPING AND DELIVERY 
Pre-Packaged has been made possible by coopera- home building and remodeling. Last | 
tion between Johns-Manville and its |year, without the 14 house designs, untaians . 


ator dealers, and a new arrangement|it was distributed to 350,000 per- ‘oom ee = | 
Sian H ls J M P| effected this year with the Monthly |sons and an even wider distribu- 
omes a an Small Homes Club, which fur- tion is expected during 1939. te 


mec 
————_——= 


Pam 2 m nished complete plans for 14 houses, | Appeal to Consumer 
‘te drawn by well known architects, for ; ; é | 
ee 0 pur ul Ing the exclusive use of J-M dealers. Guildway homes are being ee | 
a tised in national magazines, under | 
s 2 P Stress Design Keynote the direction of J. Walter Thompson | 

Architects Draw Up Company, J-M agency. The con- | 


P| f Cc s | The 14 house designs are featured | sumer is urged to buy his home as aS! 
ans or ompany Siir J-M advertising, with a page|he would his automobile—make a | = Sinn rift Aer’ 2 
D | O +| + devoted to each set of plans. “How selection from actual plans to fit his Sa a “il 
eaier VUutiets 
to build and own the house that/taste and pocketbook. Through the | Mow ra Build and lat 
- suits you best” is the theme and|J-M dealer he can obtain complete 
New York, Jan. 17.—Applying a 


<7 


ere temende bing 


. ; : copy shows a drawing of the com-|plans and specifications and actually 
commodity selling technique to the|)jeteq house, with architect's floor |buy the house in a single transac- Lfonse Ul 
sale of new houses, Johns-Manville plans, and building details. ‘tion, with financing arranged on a By Crawford Heath 
Corporation has launched a mer- «ag jittle as $40.12 a month buys | monthly basis. 
chandising campaign which features |this authentic Dutch colonial,” says| Johns-Manville started its promo- oe ee or 
individual homes on a “pre-pack- one ad. It is pointed out that prices |tion of the “packaged” home idea "enh Giaidliie tai A New Approach to Building 
aged” basis, with definite price-tags will vary according to locality. Fig- | three years ago and to meet mer- er Es Only you boow wties evpe, onsets vow bow 
and a monthly payment plan. The/ures quoted in copy are based on |chandising problems, established the r uth » modens inverse canner bill sed Seminar ae eaet a 
promotion ties in closely with the |actual cost data, averaged for the | Housing Guild consumer sales and le is true chat, gall Geceetly, the grate amunip) senan "kas aan Baan tines Gueen 
program of the Producers’ Council, whole country. training courses. Under the direc- . o rieae dant uhich te teow | tne eae 
and is a development of the J-M “Guildway” is the name applied |tion of Arthur A. Hood, dealers are 
Guild movement to stimulate the|to the 14 houses offered by Johns- |taught how to translate J-M promo- a ee ne Ser onal 
building industry. Manville. They are described in/tion into sales and salesmen are vmsesatiy Wael es altuiaes ake ae COLON home carners hese foond 
Johns-Manville promotion for|full in the “Home Idea _ Book,” |given a thorough schooling in con- yi rent cally required TO Sie UP ieevochina, Iestedee foste on 
1939 was explained to retail build- which is supplied on request by the |trolled consumer selling. Since the ‘i ie secisedeaaaaind couture tains ieee 
ing materials dealers at a series of |company or its dealers. A charge of |start in 1936, more than 1,200 com- sd aduee manesure, thes tyealinmims pecs 0 ll een le! 
merchandising clinics at which|ten cents per copy is made to cover|panies have enrolled more than we Boe Seek Sinn See ee ae eg ee 
H. M. Shackleford, vice-president |handling and mailing. The book |3,000 individuals in one or more of npleve “one-seop” service in hanes Galld- aes 0am Gale bal aoe i py re 
in charge of sales promotion, de-|also contains facts on financing,|the 18 guild schools which have been avichemecded acts we, the Wading architects, che, Beats, toes fig bone ghee may ge 
scribed the campaign as unique in|building materials, color selection, | conducted. nen and vomtvactons is comawunitirs aleve 29 vn 
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New Locat “One-Step” Service 
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Prospective home owners are offered an opportunity to acquire the object of 
their heart's desire by means of this complete Johns-Manville service. 


Galles Seshetene e come from the promotion aids issued 


by the Bureau, particularly from 


Employs Minimum [5° %™ °° ‘* 2utomopue 
field. 
Number as Sample 


KTHS May Go to 
Chicago, Jan. 17.— Dr. George ° 
Gallup, of Young & Rubicam and Elliott Roosevelt 


the Institute of Public Opinion, has ' er ree = ry taken over 
is i skilfull ya ana ment corporation 
aan hyn ase ae on ined headed by Elliott Roosevelt if new 
ate local picture by interviewing ender te naw pian THe = 
only 400 persons—200 of each sex. operating on 10,000 watts, will seek 
This was the news brought to the/a 50,000 watt franchise. Consum- 
Newspaper Representatives Associa-|mation of the deal hinges on this 
tion of Chicago this week by Fred- | permission. 
erick Dickinson, Western manager, a 
Bureau of Advertising, American | Form Display Firm 
Newspaper Publishers Association. Wm. A. Bertram, formerly in the 
The representatives’ group elected Chicago office of ’ Finson-F'reeman 
Clarence A. G. Kuipers, of Burke,|Company, has organized Display 
Kuipers & Mahoney its new presi-| Art, Inc., at 230 E. Ohio Street, 
HEN you consult your advertising agency, dent by acclamation. Mr. Kuipers|Chicago. The firm will plan and 


, : succeeds John W. Cullen, Jr., of |design displays, dealer helps, and 
you obtain the counsel of professional men | john w. Cullen Company, who will|ther_ point-of-purchase material. 
whose business it is to have at their finger-tips com- |shortly shift his headquarters tolMasters, 
d f 9 h Pp Columbus, O., after serving only a ‘ 
ete and accurate information on the various|month of his term as president. . . 
P di While it j h The secret of the new Gallup Robbins to Consolidate 
media. ile it is true that some manufacturers technique, Mr. Dickinson explained, nen Robbins, formerly president 
intai i tet lies in scientific selection of the|of Art Process Displays, New York, 
maintain a skilled advertising staff, most manufac sueahe, ao tank 2 seiate a: Saal has joined Consolidated Lithograph- 
turers do not have all the necessary data on hand |cross-section, representative of both tive sales executive. = 


EQUIPPING » FURNISHING - DECORATING - MAINTAINING » REMODELING 


of INSTITUTIONS Magazine 


Nov., 1938 (Audited by —— 
Hotels 601 


as Hospitals and sanatoriums Site 


° ° sides of the railroad tracks. 
| Schools and colleges... 3,298 to adequately decide or select the media best ——— —E 
: CD os ecgascstaceniecs 5,948 P A H . Unfit Are Eliminated 
Be ~~ eee suited for their particular market. By consulting 1939 will be what 
7 Selle, beueae af coovection, . 2 . Dr. Gallup has also perfected an 
= cobtnal institutions... 3,238 your advertising agency, you receive the benefits | intelligence test which makes it pos- ' 
ov netns amps , ° ° ° " 
st) Restaurants............. 12,227 = : _|sible, within an hour, to weed out Y 0 Uj k it 
ei pete ee om of the accumulated knowledge of a highly spe- |" “unt @ cae aaa oe ake make It: 
OST y ° fe ° * wai. a Rees » « . . e 
Real estate departments cialized service. Therefore, before you advertise | search applicants, and thus to cre- 
of insurance companies § 78 . ae ee , |ate an efficient crew of interviewers if i e 
wp eee in the institutional market, consult your advertis-|in any city on short notice. 
Power and gas companies 290 


. 
. . . . More of the Gallup surveys will 7 | 
Outfitters or jobbers, and ing agency regarding the monthly publication |. .11, be made for the Bureau of you make | : 
Institutional departments INSTITUTIONS. Your aqency |Advertising, Mr. Dickinson said, | @§ 
warren i, ISTITUTIONS. | Your agency (ireugh financing still presents some appy ew Year” 
ng netitutions +o e as 599 will explain how its planned edi- difficulties. He sounded a warning 
anufacturers an 't eir . . 
° ° ° ° note when he quoted an unidentified 
apn paanean ts sessrioe aw Uy torial policy and all-inclusive advertising agency man as urging 
TOTAL 55.215 ty ° the Bureau and all of those inter- 
ind igen Coverage will produce sales for ested in its current selling effort to 
you. avoid the mistake attributed to 
aad other media by keeping within the 
1/18 Page St'd. % page = field of “believability,” and eschew- 
3,x2%” or 7x1%"..$ 75 = os Ele. Cuetec [Ll lo. Llawaa |ing assumptions which, when the 
1/8 Hye ply ma 135 ; . fj |first flush of enthusiasm wears off, 
2/9 Page St'd. % page S| |offend the sense of logic of those 
3/,x10” or 7x5” 240 


3/9 Page 1 column 
3/,x15" or 10%x5”" 335 
4/9 Page Standard page 


to whom they are presented. 
Mr. Dickinson said the Bureau 


EQUIPPING « FURNISHING » DECORATING - MAINTAINING - 


REMODELING ! i Mikes a tinal 2 NATIONAL REPRESENTATIVES 
go 7x10” gt 10%x6%". 420 aot ae ee g bx. Fong ay = EDWARD PETRY & CO. 
/9 2 columns J as re yay é i 
718” or 10% x10" 585 (Gf) PRAIRIE AVENUE 
Full Page 10%x15”" .. 778 
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“construction” effort. He said that ON THE NBC RED NETWORK 


some concrete results have already 
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the McGrow-Hil! Publishing 
Company, tnc., New York, N.Y. 
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SPACE IS CREATED BY THE PUBLISHER AND USED BY THE ADVERTISING AGENCY TO BUILD GREATER SALES, EMPLOYMENT AND PROFITS FOR EVERYONE. 


MORE THAN 420,509° "4 F A D F oa S LESS THAN 4,205,090 


How Many Do You Want? 


“Our Speaker's Bureau 
uses Business Week in 
public relations talks 
before civic, service 
and esthetic clubs.”’ 


“Our public relations 
clinic meets weekly 
with written answers to 
questions propounded 
by Electrical World.” 
“The Production Man- 
agers are instructed to 
use each issue of Fac- 
tory in pointing up 
their local relations 
program.” 


“We urge each man to 
read the copies of 
American Machinist 
provided in our Fore- 
man Training Course.” 


; 
plates ——. 


“ met ee Sell & 2 . 
Pie agan Se wton ~ 


't Must do its own Talking 


In the food field traditions are going 
overboard in case lots. 

New innovations in manufacturing 
are popping — also changes in distri- 
bution — both reflecting progress. Qual- 
ity of food products has been raised — 
life of portchahte products extended — 
spoilage caused by bacteria and mold 
reduced — sanitation improved — trend 
in cost is down. A story in FOOD 
INDUSTRIES analyzes these and points 
to the makers of package materials 
und packaging machinery are respon- 
sible for much of this progress. 

The growth of self-service supers 
throws to package design the vital job 
of helping the advertising. 

For a copy of the article, ask for 
NG siccdcdtaedecniecessencecstOs 


NEW POWER PLANTS 


Data on New Plants Analyzed 


The Mid-December issue of POWER 
in its “Power Show in Print” high- 
lights the New York Show, presents the 
developments of the year, reviews pow- 
er and mechanical equipment, then 
tabulates the following, making the in- 
formation available to the industry for 
the first time. 

Central Stations and Municipal Steam 
Plants Installed or Under Construction 
Since September, 1937. (The plant 
name, location, date of first operation, 
pressure, temperature, boiler data, fur- 
nace data, draft data, fuel, turbine 
data, etc.) 

Industrial and Other Steam Plants 
Installed or Under Construction Since 
September, 1937. (All the above data.) 

139 Hydro-Electric Projects Built or 
on Order in U. 8. and Canada in 1937 
and 1938. (Name, state, river, date 
started, initial operation, initial capaci- 
iy, added capacity, ultimate capacity, 
units installed, type, capacity and speed 
of water wheel, head, generator data, 


power factor, etc.) 
For a copy, ask for..........No. 2 
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UNEMPLOYMENT PROBLEM 
A Suggestion by Business 
Executive Having Great 
Possibilities 


No quick digest could possibly picture 
the ideal and practical conditions por- 
trayed by a public relations article, in 
FEXTILE WORLD on the Mill-Plan- 
tation scheme. There used to prosper 
in America what was known as sub- 
sistence farms — singly owned, but on 
them many persons earned food. shel- 
ter, clothing, everything necessary for 
physical welfare. Their day is done, 
but, says the writer, the idea is as 
good as ever when geared to modern 
equipment. Then in full detail he 
gears it up in practical manner, and 
shows the result to be a natural opera- 
tion of the law of supply and demand, 
and the correction of our present un- 
balance which is so largely responsible 
for our economic ills. For a copy, 
ask for..... coeecee vo cocccccee NG 8 


HORMEL’S YEARLY PAY 


Record of a Successful 
Employee Relations Plan 


In an industry which late last year was 
notably labor conscious — meat pack- 
ing—it is interesting to review the 
conclusion of the 8th year of the suc- 
cesstul and outstanding labor relations 
plan adopted by the Hormel Company 
of Austin, Minn., which provides that 
pay checks remain the same 52 weeks 
of the year. This year Hormel em- 
ployees received some $6.83 per week 
more than the average for all industrial 
workers, $1.37 more per week than the 
packing industry average. BUSINESS 
WEEK gives the 1938 picture of this 
plan in the light of the important effect 
it has had upon employee relations. For 
a Copy, a8k fOr.....ssccsscseeeNQ 4 


WOOL FROM MILK 


Perhaps the manufacture of textiles 
from casein will provide an important 
outlet for surplus skim milk in future 
years. Stephen P. Gould and Earl O. 
Whittier of the Bureau of Dairy In- 
dustry have completed the first steps 
toward the development of a process 
for making synthetic fiber from casein 
by a process which differs from those 
in use abroad. The casein softened in 
water, is dissolved in cautic alkali and 
carefully worked into the desired con- 
sistency by aging the addition of modi- 
fying agents and dilution. The pre- 
pared mass is forced through spin- 
nerets and the fibers hardened in an 
acid bath containing formaldehyde and 
modifiers. This illustration of milk 
wool is from FOOD INDUSTRIES. 


May we be pardoned if we dip into this scrap about circulations that spiral to unutterable 
heights above NET PAID? 
Our shy entrance approach 


is occasioned by the plethora of letters reporting on the use of 
the Public Relations material 


in each of 23°: McGraw-Hill Publications. 
Since the reported dissemination runs in such undefined multiples as the excerpts at left 
indicate — our slide-rule operators refuse to state the exact figures... hence the quick surmise 
in line with the times. 
The point of the whole affair, however, does not depend upon exact figures — but rather that 
there is no precise measure of the stretch point of readership where the subject matter is vital— 
where it applies specifically to problems in stated segments of industry and written in the 
language of each particular segment. 
Hundreds and hundreds of such letters point to varied means for amplifying each publica- 
tion’s normal reach — and so sotten to the mousiest kind of a squeak, our modest claim to 
a million readership. 
Unbiased, as always, on any scientific project we delight in our ABC figures for the Collier’s- 
minded .. . and equally in our “pass along” readership figures for the Life-minded, 

Total McGraw-Hill A.B.C. 


NO CLERK PUSHES YOUR PACKA 


circulation of 25 papers, as of June 30, 1938. 


3-CENT AIR MAIL 


Inauguration Will Re-Zoom 
a Zooming Industry 


While idealists have dreamed of the 
advantages of carrying all first class 
mail by air without supercharge, Eu- 
ropeans have been doing it. Fresh from 
a study of 22 European air lines, the 
author of an article in AVIATION 
gives us a viewpoint of vital impor- 
tance and widespread effect. 

rhe principle is of fundamental im- 
portance in transforming a luxury ser- 
vice into a public necessity. It would 
vitally affect the entire development of 
American aviation. Hundreds of cities 
not on any air line at present would 
be brought into a nation-wide net- 
work. Local aviation enterprises would 
boom. Beneficial results would reach 
into every branch of the industry — 
then air transportation, at long last, 
would be firmly set on the road to a 
self-supporting status. All the details 
on how it is being done are in the 
STCICI, ASK GOT csccves seccsese No. 5 


HOW TO BUILD LEAKY WALLS 
Good Materials Not the Only 


Answer to Good Construction 


Agencies handling building material 
accounts will want to read the charge 
by a large contractor in ENGINEER- 
ING NEWS-RECORD. “Up to the 
present time,” he says, “there has been 
no concerted effort to educate the public 
to understand exactly how poor walls 
may be produced at will . . . for some 
the owner and designer are responsible, 
and for some the builder may take all 
credit.” The story goes into compata- 
bility of materials with simple arith- 
metic that anyone can understand, 

However excellent the materials, lack 
of caution may easily produce a wall 
with very high maintenance cost. 

Here may be an advertising theme. 

For a,copy, ask for..........No. 6 


SELLING AGAINST CUTS 


Model Campaign Stops Business 
Slashes — Increases Demand 


If there is any single classification of 
business that public utility people have 
treated like a stepchild, it's street light- 
ing. Reasons are legal and political. So 
when depression came, street lighting 
contracts by municipalities got cuts first 
—and fast. 

In the face of this, West Penn Power 
Company, set our to change not condi- 
tions but a state.of mind. Public opin- 
ion and public desire were aroused 
through educational advertising in 
newspapers and by direct mail in affect- 
ed areas and through demonstrations by 
modernizing a block or an intersection. 
How this utility inoculated the public 
and city officials with the benetits of 
properly designed street lighting is a 
commentary of the power of well plan- 
ned advertising. It turned the tide and 
up went the business when the national 
trend went down. The complete story 
in ELECTRICAL WORLD, giving the 
appeals used and the business and tech 
nical methods employed, is a case ex- 
ample of sales success worthy of study 
by agencies and sales executives. For 
Ce OTT, GER TPs cca csccese ce 7 
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Statements made in advertising copy or bulletins sometimes constitute damaging evidence of 
promoting contributory infringement. 


Large Number of Lawsuits 
Result from Inadvertent 
Slips in Design 


Nothing can giveea client's smooth- 
running schedule a quicker kick in the 
face than an infringement suit. 

Direct infringement can usually be 
determined by the careful manufac- 
turer but as PRODUCT ENGINEER- 
ING points out, a manufacturer, by 
wrong selection of materials, may easily 
and unintentionally fall into a “Con- 
tributory Infringement” lawsuit. It is 
contributory infringement to buy parts 
or materials from a concern which, in 
making them, is diectly infringing a 


BUS SMACKS INTO FRONT PAGE 


Agency Puts Across 
25,000 Lines of Publicity 
on Greyhound Award 


Atlantic Greyhound recently won the 
BUS, TRANSPORTATION Gold Award 
for Maintenance. 

Immediately Beaumont & Hohman, 
the agency handling Atlantic Grey- 
hound advertising smothered 300 news- 
papers in the seven states served b 
Greyhound with a story that clicked, 
and so rated a place on the front pages. 

The swift action in capitalizing the 
award and the details of how it was 
handled are told in BUS TRANS- 
PORTATION .....6. ceccseeeeNQ 9 


MORE MONEY FOR 


MORE BUYING 
Henry Ford Tells Editor 
Where Money Will Come From 


Any advertising agent can see rose- 
tinted horizons by reading Henry Ford's 
philosophy on wages and production in 
a feature article in FACTORY MAN- 
AGEMENT and MAINTENANCE. 

Excerpt: “I confidently expect that 
when we get where we are going, wages 
will be doubled in this country. My 
opinion is that the real American wage 
is to come, It will be created by man- 
agement producing better goods at 
lower costs, which will permit them to 
be sold to twice as many buyers at 
lower prices.” 

The man who scrapped half his plant 
as obsolete after eight years of service 
says, “There will always be money 
enough to equip a better method.” 
For a copy of his ideas as expressed 
in “When we get Where we are go- 
fee,” OOK BOP os cccccceveveauc No. 10 


patent. It is contributory infringement 
to sell a device which the seller knows 
will be used as a part of a patented 
machine, even though the device itself 
is not patented. 

So designers, unless they have a clear 
knowledge of the law and also compre- 
hensive information as to markets in 
which those products are to be adver- 
tised and sold are inadvertently laying 
your client open to suits for contribu- 
tory infringement. 

Hence the agency's service in market 
determination is as important to the 
client as his ability adequately and le- 
gally to advertise the product. 

For a copy of this unusual article, 
OTE Te ccceccsccweadasavecces No. 8 


WHAT PATENTS MEAN 
TO INDUSTRY 


Examination of Influences 
on Development of 
American Industries 


It is safe to assume that the lion's 
share of billings is for patented prod- 
ucts. So with the patent system again 
under fire, it seems appropriate to 
re-examine the system —the charges 
against it — and the replies to some of 
these charges by a member of the 
Patent Committee of President Roose- 
velt’s Science Advisory Board as re- 
ported in CHEMICAL & METAL- 
JURGICAL ENGINEERING. For a 
copy of the article, ask for....Ne. Il 


CRASHING CLOSED DOORS 
New Products Are Often 
an Opener to New Business 


So-called dead accounts, those who 
seem satisfied with competitive goods 
and keep a closed door to your sales- 
men, can often be revived by a simple 
method tried out successfully by Frank- 
lin Hardware Co. of New York City. 
This company uses a new product as 
a figurative foot in the door. Once a 
prospect's interest is aroused by the 
new number, the rest of the line natur- 
ally comes in for a little attention, too. 
When Franklin Hardware first tried 
out the plan they used a quota system 
of 10 sample orders per man. In the 
10-day campaign 65 new accounts were 
opened on the particular item. An ar- 
ticle by the editor of MILL SUPPLIES 
explains more fully the sales sense be- 
hind this successful idea. 

For a copy, ask for.......... No .12 
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The Spirit of Enterprise | 


Solving the economic problems of | said, “they would base their policies 
the United States is largely a matter jon long-term expectations. They | 
of applying the ideas which have! would erect new factories and build 
made the American way of life suc- | additions, and would equip them 
cessful in the The spirit of |with new machinery. They would 
enterprise and initiative which have |open new agencies, hire more work- | 
characterized national progress in|ers, spend more for advertising, and | 
past generations can still function |}do the other things which character- 
successfully today — provided|ize expanding enterprise.” 

American business men have not lost We agree with Col. Ayres, and | 
faith in themselves and in the oppor-|supplement his comments by say- | 
tunities which lie ahead. A defeat-|ing that no management | 
ist attitude can never be a com-|should hesitate to take a long view | 
panion of progress. of business opportunities, because | 

Col. Leonard P. Ayres, vice-presi- | the record of the past shows that} 
dent of the Cleveland Trust Com-|confidence in the United States is | 
pany, discussed last week the possi-|always rewarded. When Theodore | 
bility of increasing national income | Roosevelt was president, he waved | 
to the point which it is agreed will|the big stick, talked a lot about 
support high standards of living for | trust-busting, and scared some of our 
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past. 


business 


the whole population. He concluded |most respected citizens out of ten) 
that such an _ objective can  belyears’ growth. But the basic idea 
reached, pointing out that we had a/that enterprise and 


initiative I 
national income of about eighty bil- | build success in a big way continued 
lion dollars in 1929, while today we|to be demonstrated in the thirty | 
have 9,000,000 more people than we| years which followed his retireme nt| 
had ten years ago. from office. 

If business men expect to achieve Business men who are 
the goal which has been set for them,|mistic because of conditions at 
Col. Ayres continued, they must be|Washington should remember that 
willing to take a few chances and|after the pendulum has swung for 
hold strong faith in the future. Onj/a long time in a certain direction, 
the other hand, government should |it always swings back. And they | 
expect to cooperate by making/should realize, too, that while gov- 
risk-taking profitable and by not/ernment regulation of business is 
setting up too many hurdles for/an established and necessary policy, 
profit-making. it does not operate, over the long | 

“If business men had a high de-|term, to eliminate the profits of | 
gree of confidence in the future,” he courageous enterpr ise. 


too pessi- 


Duplication of Business Reports 


of the outstanding disadvan- 
tages of the establishment of the 
numerous government bureaus op- 
erating in Washington is the dupli- 
cation of effort 
required to make 


One 97,500,000 in the last fiscal year 
non-administrative returns, 
tained for the purpose 
jing governmental policies, ac- 
counted for 38,200,000. In addition, 
returns/it was estimated that state and local 
Busi- | governments were responsible for 
needed and is|an equal number of returns 
great deal of the|business establishments 
now being done to supply in- 
formation to the government could 
be avoided if the 
bureaus were 


, and} 
ob- | 
of establish- | 


among business men 
all of the 
government agencies 
information is 
valuable, but a 
work 


ask for. 


ness from 


this 
business of 
nationally, 
reports in the 
| quired by 


how 
Hardly any 
operating 


Anyone 
work is. 
data-gathering |size. or 
to eliminate duplica- 
tion and overlapping of effort 

Writing in the New York 
Delbert Clark recorded the 
fact that the 
ington } 


can see costly 
can 
| make number re-| 
government without de- 
voting a great deal of time of its ex- 
ecutives and clerical staff to the 
preparation of the numerous reports 


i}which are regularly demanded 


Times, 


amazing 
at Wash-| 
136,000,000 


government 


now receiving 


returns a year from its citizens! One of the first steps would be to| 
This fact was developed by the Cen-| follow the recommendations of the | 
tral Statistical Board for the pur-|Central Statistical Board and permit | 


pose of showing the saving which |reports to be made on fewer forms, 


could easily be made tu fewer agencies. That would save 
Administrative returns, having} time and money that could be spent} 
directly to do with the regulatory! more constructively to create busi-| 


functions of government, totaled! ness and build employment. 


| landscape 


securely 
still none 
|dodge all the ensuing brickbats, de- 


TIMING IS VITAL ELEMENT IN SHOWMANSHIP 


—Collier’s 


“I'm busy washing right now. Can you give me a demonstration some other time?" 


Ad-li 


bbing 


England's Best 

The Advertiser’s Weekly, London, 
has a gentleman operating under 
the nom de plume of “The Look-out 


One est le 


WHERE 


Dubonnet de 


DUBONNET 


mon grand-pere? 


GRANDFATHER! 


Il l’'a fermé dans 


HE iT HAS LOCKED 


le buffet (Quel sale type!) 


sy GO mew 


THE SIDEBOARD 


demandes an 


‘OU knew that “ bvern hh” feeling you 
cin gut ut oven © 8 . 
Well, you'll never have 2 opus fy oe 
Debenanet Whar Frenchmen he ay Prone 


DUSONNET 


The Aperitif which 


by expenence, biochemist) pow confirm 
does not aff he ever Al good does not affect 
and restaurants wm Bram now + 
ye Ah neat of with sade and we “s the lwer 


hortle from your wine merchant costs 6 


Man,” whose duty it is to cast his 
eye regularly over the advertising 
and fasten his attention 
jon the unusually good or the un- 
usually bad, as he sees them. 

In January this gentleman, settled 
behind his pen name, but 
too sure of his ability to 


cided to pick “the ten best adver- 
tisements of the year.” We present 
here his first choice—one of a series 
‘of Dubonnet pieces which he rates 
tops “not because I would claim it 
\to be the 
|selected ten, but because it is the 
only campaign which has done 
something really new. . . Dubonnet’s 
technique seems to me to be exactly 
suited to its market. The amusing 
French sentences, complete 
witty translations and the copy mu- 


tation, when Dubonnet’s virtues 
have to be stated, are a lesson for 
us all.” 


Among others in the 
list are Goodyear, Lyons tea shops, 
and Radio Times, whose advertising 
has been running regularly in this 
country (although of course it is 
completely different from the win- 
ning English campaign.) But, The 
Look-out Man reports that, on the 
whole, “a backward glance over last 
year’s national advertising is unin- 
spiring.”’ 


“best ten” 


Innovation? 
Perhaps it’s an old stunt, but we 
don’t recall running across a simi- 


lar situation 
advising 
friend 


in the past, so we are 
about the letter a 

just received from the Asso- 

ciated American Artists which urges 

|him to pay a dollar for the privi- 

llege of receiving the organization's 
ales literature during 1939. 


you 


“I am sorry that this letter must 
|be written—for I must advise you 
that we find it necessary to remove 
your name from our mailing lists,” 
jthe letter begins. “It costs us ap- 


most outstanding of my} 


with | 


|proximately Two Dollars annually 
to send you our literature ... and 
the material you receive from us is 
comparable in scope to a_ good 
graphic arts magazine that charges 
Five Dollars for a year’s subscrip- 
tion.” 

The letter winds up with the offer 


1939 on receipt of $1, with the fur- 


applied toward any purchase during 
the year. The letter was sent to all 
who had made no purchase during 
1938, and apparently without regard 
to whether the recipient had re- 
quested literature from the organi- 
zation or not. 


Contest Lore 

We've been getting one of those 
|peculiar feelings looking through 
Contest World-News—you know, 


one of those I-don’t-believe-it-even- 


| if - I-do - see - it- with - my - own - | 
|eyes feelings. But that’s neither 
|here nor there; professional con- 


testants do (some of them) make 
enough money out of their business | 
to pay them for all the time and 
|effort they expend. 

Two advertisements in Contest 
World-News interested us. In one, 
Benore Remedy Company 
a seductive looking 
mauve decade with this message: 

“Contestants! You will be more 
successful if your HEALTH is 100 
per cent. We invite you to try Be- 
nore Family Remedy. It will change 
your whole outlook on life and help 
you succeed.” 

The other is a house ad for “The 
Sensation of the Contesting World: 
‘Prize Contests—How to Win Them 
by Helen King, the nation’s most 
popular contest judge.”’ This sensa- 
tional book, the advertisement says, 
“is going like wildfire—we have 


already sold almost 150 copies.” 
Jottings 
Bartlett Weather Service is a 


|prominent advertiser in the English 
advertising press. This organization 
says that millions are lost annually 
through adverse weather—but not 
by its clients. Bartlett supplies fore- 
casts up to 12 months in advance 
for any areas “at home or 
abroad.” , 

Glad to see the Bon 
back in full glory and occupying 
the center of the stage in current 
magazine copy. Makes it seem like 
old home week... 

Another unusual bid for a job 
comes from Samuel Pritikin of Los 
Angeles, artist, who sends us a mod- 
ernistic folder telling how he'd love 
(“meaning sincere liking”) to work 
for us... 

We don't suppose 
new evidence these days that adver- 
tising pays, but in the event there’s 
any lingering doubt, it should be 
dispelled by what happened down 
in Jayton, Tex., last week. The 
Chronicle carried a full page ad, 
paid for by local sponsors, which 
read: 

“Wanted— 


area or 


Ami chick 


anybody needs 


a good soaking general 


rain that will cover Kent County.” 
The heavens answered just when!) 
the last copies of the paper were 


| rolling off the 


press 


to continue sending material during | 


ther proviso that this dollar can be | 


sponsors | 


lady of the) 


.|No. 1453. 


ee | 
<<, 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 


advertiser or advertising agency 
executive writing on his business 
letterhead. 
No. 1455. The St. Louis Zone oj 
Radio Influence. It’s About 
Time. 
The first of these two small 


| brochures, issued by Radio Station 
| KWK, St. Louis, contains a study of 
|audience intensity in the St. Louis 
jarea, with a map and tabulations 
‘showing audience percentage in the 
metropolitan center and outlying 
communities. The second brochure 
deals with what KWK terms the 
100% method of buying time. 


No. 1456. The $85,000,000 Annual 
Cemetery Market. 


Issued by The American Ceme- 
tery, this folder provides a cross 
section of the annual cemetery mar- 
ket, showing the sales volume, by 
product, for many items not usually 
associated with cemetery operation 
jand maintenance. 


KFAB Mail 


|No. 1457 
Map. 
The Katz Agency has issued this 
map of primary, secondary and 
occasional listening areas of Radio 
Station KFAB, Lincoln, Neb., show- 
\ing population, retail sales, radio 
‘homes and number and value of 
|farms in the areas. 
te. 1458. The Biggest Slice of the 
Food Field. 
The National Provisioner has is- 
sued this new analysis of the meat 
packing industry, which gives the 


Response 


jnumber and types of plants, with 
the value of their products. The 
study shows the publication’s influ- 


ence upon this $3,000,000,000 mar- 
ket, particularly with respect to the 
men who buy. 

|No. 1452. School Market Data. 
One out of every four people is 
,a pupil, instructor or administrator 
in the school system, according to 
|this study issued by The Nation’s 
Schools. The analysis includes, 
among other data, the size of the 
‘field, number of pupils enrolled, 
yearly expenditures, how spent and 
by whom, trends in the school field, 
land coverage by this publication. 


Wait a Minute There, 


Friend. 


Issued by Radio Station KVOE, 
Santa Ana, Cal., this “quiz for the 
benefit of too-muchers” refutes the 
high-cost-of-radio rumor in ques- 
tion and answer technique, the an- 
swers including information on 
programs and coverage, as well as 
cost. 


No. 1444. Specifications. 


Business Week has issued this 
data book full of facts concerning 
editorial content, circulation, read- 
ership and market, with numerous 
advertising success stories. The ma- 
terial is arranged in concise form 
for easy reference to the subjects 
covered. 


|No. 1448. 12 Women. 


The Philadelphia Inquirer has is- 
sued this brochure, which is de- 
voted to the 12 women writers and 
their departments covering fashions, 
home-making, gardening, shopping, 
cooking and other features of par- 
ticular interest to the paper’s wo- 
men readers. The brochure shows 
how these feature writers create 
for advertisers a valuable family 
audience in the Philadelphia area 


No. 1451. WIRE Market Statistics 

This folder, issued by Radio Sta- 
|tion WIRE, Indianapolis, provides 2 
coverage map and tabulations, bY 
counties, of population, retail sales 
and radio homes within the station’s 
0.5 and 0.25 millivolt areas. An out- 
line of programs is included. 
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ADVERTISING AGE 


FIVE-YEAR 
RECORD 


OF 


CHICAGO 
TRIBUNE 
LEADERSHIP 


TOTAL ADVERTISING LINAGE 


1934 to 1938 


Percentage of Tribune 
lead over second 
Chicago newspaper 


68.0% 
in 
1938 


37.2% [a 521% an 64.9% 
in. in ine 
1934, 1935 1936 


63.5% 
oe 
1937 


Back in 1934, the Tribune's lead over the second Chicago 
newspaper in total advertising volume amounted to 4,530,134 
lines—or 37.2%. 

During the year 1938, the Tribune increased its lead over 
the second Chicago newspaper to 7,775,249 lines—or 68.0% 
—the highest percentage of lead for any year in history. 


AVERAGE NET PAID TOTAL CIRCULATION NOW OVER 880,000 DAILY—OVER 1,100,000 SUNDAY 


Pe 
4 


RETAIL ADVERTISING LINAGE 


1934 to 1938 


Percentage of Tribune 
lead over second 
Chicago newspaper 


Five years ago in 1934, the Tribune's lead over the second 
Chicago newspaper in retail advertising volume amounted to 
1,534,029 lines—or 21.0%. 

During the year 1938, the Tribune increased its lead over 
the second Chicago newspaper to 4,070,642 lines—or 63.6% 
—the highest percentage of lead for any year in history. 


DEPARTMENT STORE LINAGE 


1934 to 1938 


Percentage of Tribune 
lead over second 
Chicago newspaper 


During the year 1934, the Tribune's lead over the second 
Chicago newspaper in department store advertising volume 
amounted to 79,767 lines—or 2.1%. 

During the year 1938, the Tribune increased its lead over 
the second Chicago newspaper to 2,009,171 lines—or 62.8% 
—the highest percentage of lead for any year in history. 


Chicago Tribune 


THE W 


ORLD*S GREATEST NEWSPAPER 


SLR Ag Chicas for SiVEARS |p 


- a 


iy ae 
i 


ga .,| ' c bt : : os 4 + . we Pe. si a = ed or ‘i 2 Ar x ~ - * ‘ - “ai “te id ga Ver rs . my a y , » pale ; ea a A cad] * =e 3 f ase.” Woes A, a fia 
a Fe ee 13 = 
= a aia — a — — eee ee rns —_ aes een — ee wey 
a | Te - “< 
ee a 
es 
- ae 
: ies | re < 
4 a : ae 7 
al d re ee ie 
- ieee iad -% ss 
= le : i ee or ' 
Eaoey ee ? oo i er ee 
boca Gee oy fa Samat ee 4 ise 
ut ee is ter’ Eas = 
nts: a ore ea 
all e af es : ane ai oan 
on " ae si ee ee 
is a - : eae ai th * re? ‘F ” BA = : q i 
Uls as oe vi : ee > ae 
_ 4 a £ ~ ee a 
the a4 7 ug = a = “ — oe 7 e a ‘ a 7 
ire " : : + ’ pot aS - * } pi ic : a 
the a “ae all i: ae - 7 
7 . a ee ae ‘ i eee ie: 2, 4h 
eo ee ota,” —— 2 & a Pe 
eS s } a iy a 
ual el " aa : zi : 
; ef “4 rs a be 
re- ees > 7 
Oss oy aa 24 ; 7 ; 
ar- a 
by | | 1 | 
lly ; 
ion 
= ~- 7 
nse = 
this 
and 
dio . 
Ww - mg 
dio i 
ot 
the 7 
fe 
is- a, 
leat rs 
the ; 
vith : sine 
The [| ‘ 
flu- 
‘the Se SC " 
the : 
|, " 
e is ee a ‘. 
ator " ‘- . 4 3 ; 
z to gt tag oe 
eee j a ee ; ae ak Ret 
des, _ ee ea eS aie . 
CaS a aa 
the ‘< — a ad 
led, teat” a ase iia ie: 
and ae oi, jail La ' - 
n. iit he "ea ig —_—— Cas A ; 
ne ag oa : = _ oe az , 
-_— - " ae os oe ‘ 
vere, a a . ae Sige | a 4 
2 ee pie tie gee -< D; aA ia a. 
the a ae eee 5 i 7 fe 
— 4 de ga Pt ae ae \ ope 
an- er a hoe Se i aa es ae. ee ; 
on me a a ’ Sjchlad ‘ a ae a Ss Bs ss a 
ll as a ep ae, nit ae aan re 
this 3 } ; ; . 
ead- . . 6% é % Bese: : te 
a 21.0% [354% ME 53.54 53. 63.6% “ 1% Th 437% TE 430% HR 28% 
ma- 7 ; ’ 
form : in in 7 in in ‘ in E 1934 in ‘a in in ' in 
jects 1934 1935 1936 1937 1938 1935 1936 1937 1938 | 
a 
é # 


— 


a 


ADVERTISING AGE 


January 23, 1939 


Practical Public 
Relations Gesture 

To the Editor: This advertise- 
ment, which appeared in last Sun- 
day’s Des Moines Register, is the 
way Bankers Life Company of Des 
Moines is continuing its pioneering 
in a field of public relations long 
neglected. When the company com- 
menced construction of a new mil-| 
lion and a half dollar home office | 
building in Des Moines last sum- | 
mer, it originated a “Kibitzers’ Gal- 
lery” for the convenience of those | 
who wished to watch the building | 
operations. That widely-heralded | 
stunt has been copied by numerous | 
building projects throughout the 
country. 

Now the Bankers Life has scored 
again with paid newspaper adver- 
tising asking the public’s forbear- 
ance while steel workers disturb 
the peace and calm of Des Moines 
with their riveting hammers as they 
assemble the structural steel frame- 
work of the new building. 

J. H. McCarro.t, 

Advertising Manager, Bankers 

Life Company, Des Moines, Ia. 


v9 @ | 


What's in a Name? | 

To the Editor: It was interesting | 
to come across your generous quota- | 
tion of our recent column on “Adu- 
cation” in your Jan. 16 issue, and 
the only typographical error I could 
discover was in connection with the | 
writer’s own name. 

It so happened that my natal day | 
pretty much coincided with the an- 
nouncement of antiseptic surgery by 
Sir Joseph Lister, and my father | 
being a country practitioner, you | 
behold the result. 

Enclosed is advance proof of a 
column we happen to be running 
Thursday this week, which will in- 
dicate that the writer’s own back- 
ground will keep cropping out from 
time to time! 

Quite aside from that, however, I 
do feel that advertising is a very 
definite current issue which needs, 
from time to time, such constructive 
emphasis as the character of our 


This department is a reader's forum 


own Tribune space will permit. 

LISTER R. ALwoop (“CALEB”), 

Marshall Field & Co., Chicago. 

[Editor’s note: In his column this| 
week, “Caleb” presented an excel-| 
lent case for advertising as an eco- 
nomic force, and at the same time 
took the wind out of the sails of 
many advertising critics. Admitting 
that occasionally advertising is 
wasteful, he declared nevertheless 
that the same thing is true of every 
other human activity. He bolstered 
his case by citing specific instances 
of advertising’s economic value. ] 


7, VF | 


Apparently a Chip 
Off the Old Block 


To the Editor: Attached is a 
tear sheet from the December issue 
of For Men. As you will note, it is 
a reprint of an advertisement which 
appeared in the Connecticut Nut- 
meg. 

Anna Held, Jr., writes all her own 
copy, makes her own layouts, and 
places her advertisements direct 
And she has concrete proof that her 


disguise the 


advertising pulls. 
still a few things to be learned by 
professional advertising writers 
DorotTuy E, WHITE, 
New York 
Miss Held’s copy: 

Anna Held’s Country Inn 
Bronx Parkway East of Peekskill 
As proprietress of the inn I feel 

I should tell the truth. The chances 


are that you won't find the place, 
we've got so many big trees you 
can’t see it from the road. 

Fither the food is good or the 


customers are hungry 
about it because 


I don’t worry 
what you don't eat 


we give to the pigs, then, this fall, | 
we'll give you pork chops 
The milk man cut out our credit, 


Maybe there are | 


‘for the 


Voice of the Advertiser 


NECESSARY EVIL | 


Excuse it, please. . . 


Soon now, the din of the rivet- 
ing hammer will resound 
throughout the business di 
trict as skilled steel workers 
begin riveting together the 
structural steel framework 
of our new Home Office 
Building. 


It may be « noisy annoyance to 
some of you who live and 
work in the vicinity of the 
new building. We know you 
will appreciate that riveting 
is one of the unfortunate but 
essential noises of our civili- 
zation and we hope you will 


bear with us during rivet- 
ing period. 
Bankers Life Company 
Des Moines 
NB Have you beer up r y to view 


the osulidin ‘perations a“? om « 
“Kibitzers silery’” The entranc . 
te just off Righth Street, near Pieas 
ant, and youre always welcome’ 


Members of the Exalted Order of Casual! 
Observers now have a Des Moines par- 
adise, thanks to Bankers Life Company, 
which has provided a “Kibitzer's Gallery" 
for their comfort and enjoyment. 


but we fooled him. 
cow and now we have more thick 
cream and rich milk than we need. 

We also have our own chickens 
because we kill them as we need 
them so when we don’t do much 
business the chickens keep growing | 
and that’s better than having to) 
serve them with a fancy 
taste. 

We have a few bedrooms but we | 
don't tell everybody. Most people 
are so grouchy at breakfast time. 
Oh, yes, I almost forgot we have a 
great big swimming pool and a ten- 
nis court. 

We don’t have an orchestra, only 
a machine you put nickels in. We 
close around midnight unless some- 
one is here, then we stay open as 
long as they spend money. 

I don’t like bores or drunks 

Wish you were here. 


We got our own 


sauce to} 


Love and kisses, 
ANNA HELD, JR. 
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Take It Away, Starch 
To the Editor: I’ve been waiting 
and waiting, but neither your Copy 
Cub nor anybody else will take the 
first step—so, free of charge, and to 
do with as they will, I offer the fol- 
lowing slogan to the Daniel Starch 
outfit: 
“Put Starch in your sales.” 
There—that’s a load off my mind! 
JOHN E. MATTHEWS, 
Cleveland Trust 
Cleveland 


Company. 
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Linage Index As 
Business Barometer 


To the Editor I note a recent 
report from the Retail Merchants 
Association on dollar volume of re- 


tail 
stores for 


Detroit 


sales by 


1938 


department 


For the full year, dollar volume 
was 17 per cent under 1937. 
In ADVERTISING AGE for Jan. 9, 


you report retail 
full year 


advertising linage | 
of 1938 as being 


Letters are 


1! CAUSES NIGHTMARE 


eee ¢ 


“ 
Is 
Starting a 
welcome Friday = 
me: rn 
18.8 per cent below that of 1937 in S at 9:30 
Detroit. Being a firm believer in the ‘Sal@” Of Extra 
efficacy of good advertising, I can’t AN | 
help feeling that this is probably an Glam rous Casual Coats 


excellent case of cause and effect, 
with the third paragraph being the 
cause, and the second paragraph 
being the effect. 

This would seem to be, in part 
at least, be ne out by the fact that 


29.99 


your report shows an increase of may Lng! Pa 
12.4 per cent in linage for the last ances MRS 2 TO 20 COUNTS GUNES & TO w 
sum) ONTERLINED BRanDe ET UsED 


week of the year, which undoubt- 
edly had something to do with De- 
cember sales showing an increase 
of 2 per cent. 


et te Com ht Pe ee 


It certainly looks as though agen- 
cies handling retail advertising had 
allowed the retail advertising man- 
agers to sell them the idea that 
there wasn’t any business here, so 
no use of advertising much. 


And this applies to national ad- 
vertising, too. 

It would be interesting to see a 

Will advertisers never learn that compilation of similar statistics for 
one of the primary functions of ad- other cities, and for other lines of 
vertising is to help get business | business. Such a set of figures would 
when conditions are slow, and that be very useful when the next reces- 
that is the time to increase their |5!0" ©O™M®S along. 
appropriations instead of decreasing C. Harry Nims, 
them? Detroit. 


"But whot ir KDO, 


— 
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Cites Copywriter's 
Superlative Retreat 

To the Editor: Comes the revo- 
lution! Have we, at long last, dis. 
covered a copywriter who rebels 
against superlatives, who leans over 
backward in describing his wares? 
But no, this cannot be—as witness 
the headline “Extra Glamorous, 
etc.” 

Please note the first five words 
of the second paragraph of body 
copy. Does the Abraham & Straus 
copywriter mean to convey the 
thought that the coats in question 
are “nearly half gorgeous”—‘“nearly 
half imported” or “nearly half 
tweed”? Or is this some subtle 
grammatical construction whose 
ultimate meaning escapes me? 

Since clipping this from the 
World-Telegram, of Nov. 12, I have 
pondered upon it. I wake at night 
to find natural blue wolves sitting 
on the foot of my bed, snarling 
“Nearly half gorgeous”—and expen- 
sive long-haired red foxes draped 
glamorously on my radiator, leering 
at me and barking “Nearly half im- 
ported.” And John Barr and Oscar 
Kahn smile superciliously and mur- 
mur “Nearly half tweed.” It’s got 
me. 

Or shouldn’t I have brought it up? 

KATHERINE SMEYA, 

Swafford & Koehl, New York. 
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Shush, Colonel—take it easy! rienced men at F&P, and we Exclusive Representatives: | 
, , ae WGR-WKBW ..... .. Buffalo 
Winterbottom has an amazing spend our entire time trying to WCKY | Cincinnati 
woc. . Davenport 

memory, but he can’t possibly keep abreast of radio. Nine times py ly — 
know everything about all the out of ten we really can help — a ee | 
° ° ° ° 6“ . - ee Loutsville | 

seven hundred radio stations in you in any “radio emergency. WTCN. .. Minneapolis-St. Paul | 
° i. Pree e err e ee Peoria | 
this country. So give him a =e. ot. heute 
- S : . ‘ yracuse | 

break, and in a couple of hours ~° let Winterbottom give us a | 
he'll thaws dhe ensues, ee Bece =O and save yourself a stroke. wesc ees -Charlestes 
& Peters! We'll get the dope, even if it ae Foe oF 

means an extra dividend for waa 
Now don’t misunderstand us, A. T. & T.... And it'll cost you TU Tulsa 
9 , : Pacific Coast 
Colonel. We're not superhuman, nothing except the compliments Pay — 
SFO. : i 
either. But there are 14 expe- you'll feel like paying! ve. sonttiePaceass 
ent : # ERS. INC. 
(and FREE, JOHNS & FIELD, INC.) 
CHICAGO NEW YORK DETROIT SAN FRANCISCO LOS ANGELES TLANTA 
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= f Promotion Tool 


Dired Mail Termed 
“ Bf Slighted as Real 


rds "Stepchild"’ Can Aid 


l 
versary of Benjamin  Franklin’s 
birthday, Mr. Egner referred to a 
direct mail piece written by Frank- 
lin to sell the newly invented 
Franklin stove. The message con- 


modern direct mail formula. The 


Advertising Faces 
New Levy in 


tained almost every element of the | Massachusetts 


“supreme advertising genius.” 


Samstag to “Time” 


speaker referred to Franklin as a} 


Boston, Jan. 
would tax “all persons, 
groups and_ corporations, 
| labor unions and hospitals not or- 
ganized or operated for private 


Nicholas Samstag has joined Time, | profit,” has been filed in the Massa- 


New York, as circulation promotion 
manager. He has been general man- 
ager of Cowan & Van Leer, Inc., 
New York agency, for two years. 


Ray Albert Adds Two 

Leigh Lucas and Karl Schmitt 
have joined Ray Albert Inc., New 
York photographic illustrator, as 
sales and production managers re- 
spectively. 


chusetts legislature by Representa- 


tive Charles V. Hogan, of Lynn. 
“It shall be considered as an ex- 


‘rate of 1 per cent on all income, ex- 


18.—A bill which | 
firms, | 
except 


iol aw ; | . 
|cise tax upon the receipt of 8rOSS_ Centennial Adds Potter 


Studebaker Retains 


Glenn Griswold 


Glenn Griswold Associates, pub- 
lic relations counselor of New York, 
specializing in the industrial field, 
have been retained by the Stude- 
baker Corporation, New York. 


cept that received from wholesale 
sales and from display advertising, 
both of which shall be taxed at the 
rate of % of 1 per cent.” 


Slocum to Issue 


“Automotive Service” ee . 
Automotive Service, monthly Simplicity Promotes Brin 
trade publication in pictures devoted; Arthur A. Brin has been named 
| to the interests of dealers’ service} sales director of the Simplicity Pat- 
departments, will be inaugurated| tern Company, New York. He has 
Jan. 25 by George M. Slocum, pub-/| been with the company in a sales 

| lisher of Automotive Daily News. capacity since 1928. 


en 
Drinkwater Dead 


|income and applicable to all resi- | / 
dents of Massachusetts and all non-| ,. ee ee eee ———— 
residents who derive a gross income tive a spoesc +3 a aa ten . ong her ae 
ems Within Ge Commonwealth of | has resigned to become assist- 

ee, ase ant to the general sales manager of 
Massachusetts. Centennial Flouring Mills Company, 
“The tax shall be assessed at the | Seattle. Wash. 


an Other Media, 
= Tells Bostonians 
irly P 
ralf Boston, Jan. 18.—Declaring that 
btle direct mail is considered the step- 
Ose child of the advertising family and 
that advertising agencies have neg- 
the jected this phase of advertising too 
ave long, Frank Egner, director of the 
ight mail order department of McGraw- 
ting Hill Book Company, told the Adver- 
ling tising Club of Boston today that 
en - increased attention to better direct 
ped mail methods would be a real con- 
ring tribution to advertising practice. 
im- While few propositions can be 
scar sold by direct mail alone, the use of 
yur- this medium as a buttress and sup- 
got port to a sales machine cannot be 
over-estimated, he said. 
up? “Direct mail cannot replace the 
value of good selling or the use of 
k. newspaper and magazine space, but 
ok it can be a great help in merchan- 
2 dising other advertising media to 
dealers by preparing the ground and 
softening sales resistance,” Mr. 
Egner stated. 
Big Savings Possible 

Mr. Egner expressed the belief 
that a good portion of the half bil- 
lion dollars spent annually in the 
United States for direct mail could 
be saved if more people really un- 
derstood how to use direct mail. 

In the writing of direct mail copy 
there is too often a lack of real 
effort and thought, he pointed out. 
A sales letter should have just as 
much layout as a piece of news- 
paper or magazine copy and regi- 
mented columns of type in a letter 
should be broken up by underlining, 
illustrations or other devices calcu- 
lated to hold the yeader’s attention, 
he asserted. 

Drawing from his experience in 
direct mail, Mr. Egner told his audi- 
ence he has found that in general 
long letters outpull short ones, fold- 
ers are better than booklets and 
that the use of a second color 
always pays. 

Gives Own Formula 

He laid down a formula for stand- 
ard examination of a direct mail 
piece, as follows: 

1. Does it give a personal buying 
motive? 2. Does it tie up with the 

, customer’s wants, hopes, aims or 
ireams? 3. Does it cover the sales 
story completely? 4. Is it believ- 
able? 5. Does it suggest reasonable 
action? 6. Does the direct mail 

campaign tell the story so that he 
who runs may read? 

_ Calling his audience’s attention to 

_ the current celebration of the anni- 
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Fred H. Drinkwater, advertising 
manager of the Evening Express 
and Sunday Telegram, Portland, 
Me., for 25 years until his retire- 
ment in 1925, died Jan. 5 of a heart 
attack. 


If ‘news is what you find out for the 
first time”’ then in this radio age there 
really aren't any news magazines, 
which may be why Ken, with its unique 


formula of predicting “the news before 
it happens,” has consistently outsold, 
issue for issue, any news magazine on 


the newsstands. 
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Consumer Copy on 
Rubber Mattresses 
Due for Expansion 


Five Major Manufac- 


turers See Growing 
Market Ahead 


New York, Jan. 17.—Having thor- 
oughly tested a completely new idea 
through industrial and institutional 
installations over a period of years, 
leading rubber companies who are 
now making mattresses out of latex 
are laying plans for strong con- 
sumer promotion of the new product 
throughout 1939. 

The “big five’ among the rubber 
firms—Dunlop Tire & Rubber Cor- 
poration, Firestone Tire & Rubber 
Company, B. F. Goodrich Company, 
Goodyear Tire & Rubber Company, 
and United States Rubber Company 

~are all in the mattress 
now. 

Although the use of latex rubber 
as a cushioning material is about a 
decade old in England, the develop- 
ment is more recent in this country. 
Deluxe trains, buses, street cars, 
and automobiles have all been 
equipped with varieties of the ma- 
terial within the past few years here 
and several of the manufacturing 
companies have advertised’ the 
product in papers. Many 
hospitals been equipped 
with rubber mattresses. 


business 


business 


have also 


Consumer Copy Released 


Department stores have been 
carrying latex mattresses for as long 
as three years, but such products 


have been advertised sparingly by 


retailers in newspapers. The first 
consumer advertising of the mat- 


tresses appeared in November, when 
Goodyear announced its Airfoam 


mattress, with double trucks in Col- 


lier’s and The Saturday Evening 
Post. U.S. Rubber followed in De- 
cember with smaller space in five 
magazines 

While the manufacturers and| 
their agents are wary about ex- 
plaining the exact nature of 1939 
promotion plans, they do declare 
that this year will witness wide- 


spread advertising of the foam mat- 
tresses in consumer publications 


U. S. Rubber, which has been in 
the latex cushioning business since 
1931,*plans to continue the con- 
sumer advertising begun late last 
year but will “take it slow and 
easy,” according to one executive. 


A spring magazine schedule will be 
placed through Campbell - Ewald 
Company, New York 

U. S. has conducted extensive re- 
search in connection with its prod- 
uct, which is now called “Foam 
Sponge.” The product was pre- 
Viously advertised as “Sleep-Cush- 
ion.” The research has consisted of 
studying the effect of a year’s wear 
on both industrial installations and | 


mattresses Many of the employes | 


of the company has been sleeping 
on Foam Sponge tur some time, and | 
these mattresses have been ex-| 
mined after use 


Dunlop Active in Field 
Dunlop, 
industry 


which pioneered in the | 
with U. S. Rubber, 
trade rtising of | 
Batten, Barton, "eel 


along 
has done some 
its Dunlopillo 


udve 


stine & Osborn, Buffalo, the 
agency The company ha been | 
elling the product to SEparenenrs 
lores tor everal years 


und — 


also equipped trains and other ve- 
hicles with Dunlopillo. The othe: 
four companies in the field operate | 
under license from Dunlop, the Ene- 


lish branch of which dey 


eloped the | 


material. Working separately, U.S 
tubbe mentists made simila 
product bout the ame time 


Dunlop of 
Goodyea! 

first consumer advertiser, with 

foam, 


England 

credited with being the 
Air- 
plans to go ahead with its 
magazine advertising this year. The 
account handled by Arthur Kud- 
ner 

One intere 


stings pect of the nev 


and growing rubber mattress indus- 
try is that at least one of the manu- 
facturers, U. S. Rubber, is now in 
the business of making box springs 
to sell along with its mattresses. 
Foam mattresses need springs like 
other mattresses, and while those on 
the market are satisfactory in most 
respects, the bed height is too low 
when ordinary springs are used. The 
reason is that foam mattresses 
thinner than the usual type. 

Those in the field believe that the 
development of latex rubber in the 
form of foam has only begun. They ! 
vision many new and revolutionary 
uses for foam rubber. For example, 
the seating capacity of theaters can 
be increased 10 per cent by using 
the less bulky foam rubber on seat} 
cushions. 


are 


wr nt 
De ecre 
\ rO) ye 


Child Fashion Show Held 
A children’s spring fashion show 
and clinic was held by Parents’ 
Magazine, New York, in connection 
with the convention of the Nationa! 


Retail Dry Goods Association in| 
New York. Mrs. Betty Green, 
fashion editor, displayed on living 


manneauins, a group of 100 spring 
models from leading wholesale lines 
in the boys’ and girls’ wear ficlds, 
grouping them according to the pro- 
motional ideas they suggested. 


Want Special Funds 
Directors of the Atlantic City 

Chamber of Commerce have voted 

to ask a $20,000 city appropriation 


for hiring three automobiles, which | 
| would tour the 


East with literature 
to bring New York World’s Fair 
visitors to Atlantic City. 
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Grand Coulee dam. When completed this huge dam will 
create one of the world’s greatest lakes—See map right. 


Foreign Station Reps 
Form Association 
Representatives of commercial 
broadcasting stations located in for- 
eign countries have organized Asso- 
ciation of Representatives for For- 
eign Broadcasting Stations. Head- 
ouarters are at 515 Madison avenue, 


| New York. 

Members include All American 
Newspapers’ Representatives, Inc.; 
| Broadcasting Abroad, Ltd.; Chal- 
mers-Ortega, Inc.; Conquest Alli- 
ince Company, and Melchor Guz- 
man Company. 

Druckenmiller Named 
B. W. Druckenmiller has been 


appointed general sales manager of 
Pennsylvania-Dixie Cement Corpo- 
ration, New York. 


—_—_$__—= 


Fair Tabloid 

| The New York World’s Fair Com. 
|mission for the State of Missourj 
| has authorized issuance of a tabloiq 
newspaper for free distribution to 
visitors to the Missouri Exhibits 
Building at the fair. 

Thomas Gray has been appointeg 
|business manager of “The Mis. 
|sourian,” which will sell a limite 
lamount of advertising. Headquar. 
lters are in the Finance bldg., Kan. 
sas City. 


————_____ 


Sam Kauffman and M. Evans 


Richmond have organized The Em.- 
ployco System at 220 S. 16th street, 
Philadelphia, to act as sales contest 
specialists. The telephone number jg 
Kingsley 1664. 


Above—Hauling lumber for clearance project. Below—Two views 
of clearing camp at Lincoln, Wash., west of Spokane. 


THE SPOKESMAN-REVIEW 


SUNDAY 


MORNING 


SPOKANE, 


Advertising Representatives — JOHN B. WOODWARD, Inc. — New York — Chicago — Detroit — Boston — Los Angeles — San Francisco 
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Chesterfield Show ag a ornare at 7:30 p. m.| Freitag Agency Adds Harshaw Promoted POTENT APPEAL 
, ay night. Thank you. . ‘ Tabi egg A a 
| This personal courting of the radio Neal and Liller Myron T. Harshaw, vice-president 
| ve, yaaa ...:_ |of Campbell-Ewald Company, Chi- “i 
om. Promoted by audience began yesterday and con- William W. Neal has joined Frei- | ~ ci: ten 3 mnted 1 Phos 
ouri : i i tinued through today, at an esti-| tag Advertising Agency, Atlanta, in ar he pew a" ae a BLAME 
oid Singing Girls |mated cost of 25 cents per call, In| #@" executive sales capacity. He was]; C; at ee tun x i SOAP-SCUM 
n to we ape formerly with Phillips Granite Com- | 128 ampbell-Ewald two years ago, 
ibits New York, Jan. 18.— Liggett &|Chicago, the campaign had a story | pany Winnshoro. K. C.. and pre- Mr. Harshaw was _ with Erwin, FOR MANY 
; Myers Tobacco Company has en-|b0ok ending for one Agatha Kleine. viously was with Gottschaldt-Hum- Wasey & Co. and with Carroll Dean 
nted jisted the services of Postal Tele-|She called an executive of Columbia | phrey, Atlanta agency. Murphy, Inc. M. S. Charlton, vice- 
Mis. cals Company and a corps of sing- | Broadcasting System, who was so| Carroll K. Liller, formerly with president of eT Ewald, has 
‘ited age in New York and Chicago |@mtranced by her rich mezzo so-| McKee, Albright & Ivey, will join — named chief account execu- 
uar- i selected prospects to tune in |P’ano voice that he invited her to Freitag Feb. 1, in an executive sales | bine 
ina on its radio program over Columbia |9Top in for an audition. She ac- | capacity. ° 
Broadcasting System tonight. cepted with celerity. ts Opens many woos Oanee 
chorister calls the telephone Se H : | Needham, Louis & Brorby, i- 
number provided, asks for the aaa. “R dad’ N . | Taylor Joins Davis ’ | cago, will open a Hollywood office 
Vans , person, and when he gets on ecor ames Prime ; Jack Taylor, with the Underwood | Jan. 31, when the Fibber McGee 
Em- =. I Pe b sais into th ore a { Thomas N. Prime, Jr., formerly | & Underwood Illustration Studios} show, handled by the agency, will 
reet, tne taped — ae We he rains Of | classified advertising manager of the | in New York for several years, has! begin broadcasting from there. Cecil 
ntest Paul W hiteman’s theme SONG. She Bergen Evening Record, Hacken- | become sales manager of the George| Underwood has been transferred ; é ie. 
er is follows this with: “Paul Whiteman | sack, N. J., has been named adver- | H. Davis Studios, Boston, advertis-| from Chicago to take charge of the evens. fo aut your scockings itn Wl, enero 


hard- water suds made hy Colgate for fine tat» 
placing soap. Because Vel te net a soap, it 
evep-scum in stockings to start rune and rot fabris 


invites you to listen in on the! tising manager. ing illustrator. new office. 


You'll Be Amazed How Vel 10c 
ond lorge 
@ Makes 5S themes more suds than Ain. economy 
est soap fokes in hordes! water ‘ 
@ Mokes hardest woter act soft os SG 
rein weter. ~ 
© Outlosts pure soap 2 te t in hard- 
eu water 
@ Easy on hends because # con- 
tains ne acid, mo olkali 7 eae 
Iny VE, and you'll never 
| 
| go back to soap and water softeners! 


 / A 
To Clear Way for 151-Mile Lake Behind “°=="" 


’ Copy Perlected. 
j | plese 
Coulee Dam.... Vel to Invade 


Bigger Markets 
Financial Facts About Grand Coulee Dam 


Jersey City, Jan. 19.— Tests of 
Vel, latest addition to the Colgate- 
Palmolive-Peet family, have proved 
so successful that a large-scale news- 


Expended 1933 to 1937 inclusive... ............... $70,000,000 paper campaign will be launched in 
Contract let January 28, 1938 for the Middle Western hard water belt 
additional construction. ................... ... 084,442,240 eocong - Rog ng he aren "seal 

. ° - . « any Keeping 1e Ox score, enton 
Cost of preparing bed for new 151l-mile lake a 20,000,000 |& Bowles-Chicago, Inc., developed 
Eventual outlay at Grand Coulee ere _.. .$400,000,000 ‘three types of copy which, in such 


cities as Peoria and South Bend, 
soon created rapid acceptance for 
ithe product. 

The Vel appeal is beauty and 
double economy. The product is 
described as a neutral hydrophilic 
detergent which, selling at ten cents, 
is said to outlast pure soap two to 
one, eliminating the need for an in- 
vestment in water softeners, while 

In addition to the expenditure on the dam itself, 20 million dollars piste hk a _ agro so — that 
bs : “ : ‘ t. ney last much longer. Numerous 
is being spent by the government in buying property and in clearing ‘ ae $ \ NE & references to glamorous legs and 
out the lake bed. Forests will be cut down— bridges and buildings soft hands are incorporated in the 
razed, entire communities wiped out—Example: Town of Peach will be 


copy. 
235 feet under water! 3000 people will be forced to build anew with gov- Tied in With Food Copy 
ernment money. 


| Large space will be devoted to 
weekly advertisements to appear in 
|juxtaposition to chain store copy on 
‘food days, these 300-line bids be- 
ing followed by 65-line readers and 
14-line reminder ads, the latter fea- 
turing sparkling dishes to give the 
jreader a hint of Vel’s all-around 
|utility. The drive will cover between 
60 and 70 cities. 
| Vel is packed in two sizes—selling 
lat 10 and 25 cents, and while the 
price is high in comparison with or- 
idinary soap, the advertising points 
jout that the price differential is off- 
iset by economy of use, a pound of 
Vel outlasting a pound of ordinary 
| Soap two to one. 

The large advertisements will spot- 
light the stocking runs which do so 
‘much damage to feminine purses 
and dispositions. Photographer and 
artist collaborated to depict the full 
horror of runs from all angles. 


Being rushed to completion is Grand Coulee dam at Spokane’s 
door step—greatest man-made structure on earth, 


When completed this great dam will form a lake 151 miles long, 
several miles wide at various points and from 35 to 377 feet deep. 
Freight and passenger steamships will ply its surface. 


Red area shows 
site of 15i-mile 
lake. 


With new cash flowing to the Spokane Market from this source in 
addition to revenue from the dam payroll, from agriculture, mining. 
lumber and steadily growing tourist traffic, this area—already one of 
the nation’s favored markets—is on the eve of a still greater period of 
spending and expansion. 


Walters Agency Formed 


Walters Advertising Associates. 


we Inc., has been formed at 280 Madi- 


son avenue, New York, to conduct 
EVENING @ general advertising ” wenbanee. 
WASHINGTON Walter Rosett, formerly vice-presi- 


dent and production manager of the 


— ; pct im , Rosette Advertisi ‘orporati 
os COLOR REPRESENTATIVES—Sunday Spokesman-Review Magazine and Comic Sections—Pacilic Coast Comic and Magazine Group New York . ~ canes oo 
& urer, ne ; si 
z, . . q 
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Grocery Display 
Commended to 
Clothing Dealers 


Price Maintenance Is 
Badly Needed, View of 
Goodall Prexy 


Boston, Jan. 18.—The principles 
which have made chain stores and 
supermarkets supreme in the gro- 
cery field, most competitive of them 
all, can be adapted to any product, 
including men’s wear, A. O. Buck- 
ingham, vice-president in charge of 
advertising, Cluett, Peabody & Co., 
told the New England Retail 
Clothiers and Furnishers Associa- 
tion at its annual convention here 
today. 

Elmer L. Ward, president of the 
Goodall Company, Cincinnati, man- 
ufactarer of Palm Beach suits, 
lauded price maintenance and urged 
the association to put its entire 


strength behind a fair trade move- 
ment. 
The mass displays which make it 


MORE NEWS. A study of the reader, his present-day needs 


and habits, suggested the institution of Engineering 


News-Record’s special News Edition now issued every 


other week, without advertising.” and covering thor- 


oughly 


mercial information and news of the week. 


CONDENSED TECHNICAL ARTICLES PLUS NEWS. On alternate 
weeks, a News-Technical Edition of Engineering News- 
Record appears, combining more than the editorial 
contents of two former issues, covering a wider scope 
of topics, but written in a new concentrated style that 


conserves reading effort and gives the reader twice as 


much time for his reading. 


for quick and easy reading—all the timely com- 


CLOTHING MEN AT NEW ENGLAND MEETING 
ZU RDER RES” Dany ge 
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Three of the chief speakers at the New England Clothiers and Furnishers con- 

vention. Left to right: Elmer Ward, president, Goodall Company; H. K. Libby, 

general manager, Continental Stores; and A. O. Buckingham, vice-president in 
charge of advertising, Cluett, Peabody & Co. 


easy for women to examine the | providing most of the ammunition. 
merchandise have exerted a power- | The chief result of these forums 
ful psychological pressure in the na-|thus far has been clarification of 
tion’s most efficient grocery units, the idea that when a consumer 
Mr. Buckingham asserted. If cloth- | walks into a clothing store, he 
ing dealers would make it as simple | has a problem to solve, and that 
for their prospects to inspect the|the salesmen’s chief function is 
clothing, they would find consider-|to assist in the solution. This also 
ably less sales resistance. |means that dealers must give more 
Mr. Buckingham revealed that|sympathetic consideration to the 
Cluett, Peabody has embarked on/customer’s viewpoint. 
a series of bi-monthly sales oe Mr. Ward, in espousing price 
with salesmen from retail stores! maintenance for the clothing in- 


IF YOU SELL 
ENGINEERS AND 
CONTRACTORS 


read about this 


GREATER ADVERTISING EFFECTIVENESS. One immediate re- 
sult of the new program is a more intensive reading of 
Engineering News-Record which boosts the attention 
value of every advertisement. The reader is exposed to 
your sales message twice as long. Your advertising ap- 
pears only in issues with valuable technical articles 
which are often preserved for reference. Every adver- 
liser can now automatically use adequate space at rea- 


sonable cost. (There's no increase in advertising rates. ) 


A TIMELY MOVE FOR BETTER SALES. Construction ix surg- 
ing forward. A big first-half year is indicated in all 
indices. The new publishing plan is tuned to a rising 
market, 


#. except the cover meide trow ' teide back and back cover 


Write for additional information to: 


ENGINEERING NEWS-RECORD 


Publi hie d week ly 


‘ ci 


for the reader 


1 WeGrawdill Publication 
0 West 42N0 Street, New Yora, N.Y 


Published bi weekly for the advertiser 


| would receive the maximum in sat- 
\isfaction, he contended. 


dustry, charged that opponents of 
this program are “dancing in the 
dark.” 

“It seems obvious,” he said, “that 
the present setup is faulty, since 
both manufacturers and retailers are 
having difficulty in making a rea- 
sonable profit. This means that the 
public is not buying under the con- 
ditions we have created. I believe 
the public would benefit as much as 
anyone else from minimum prices.” 

Price maintenance, he continued, 
would eliminate sales which tend to 
create peaks and valleys in the 
clothing field. The peaks give the 
buyer a price advantage which 
often is more than offset by poor 
service and fitting. Without the 
price factor, the public would buy 
as it needed new wardrobes and 


Appel Recalls 
Promotion Genius 
of Wanamaker 


Boston, Jan. 18.—John Wana- 
maker not only blazed hundreds of 
new trails in retailing, but he taught 
American manufacturers the tre- 
mendous importance of advertising, 
according to Joseph H. Appel, long- 
time advertising director of the de- 
partment store, as reported in the 
current issue of the “Bulletin of the 
Business Historical Society,” of this 


\brey’s “History and Development of 


_ the famous merchant: 


city. 


Mr. Appel quotes Frank Pres- 


Advertising” for this appraisal of 

“By Wanamaker’s demonstration 
of the value of large-scale effort in 
advertising, American manufac- 
turers were made fully aware of a 
new force of major importance to 


‘and in time came the great era of 
turers.” 


| Wanamaker would have been great 
\in his chosen field in any time, be- 


| concerned. 
| guiding principles were elucidated 


jences as a buyer, rather than as a 


|facturers,” said Mr. Appel in en- 


lall of these classes. 


the broad development of business, 


national 


advertising by manufac- 

Mr. Appel himself believes that 
cause he perceived clearly the 
weakness of any bargain which is 
not profitable to both the persons 
Indeed, many of his 
as the result of unpleasant experi- 
was true—to himself, his 


employes, the public and to manu- 


deavoring to summarize the Wana- 
maker gift for success. 


“He was an optimist, believing in 
He kept him- 


self fit. He dared to break prece- 
dents. He usually did the unex- 
| pected. He believed 


woe superior to efficiency.” 


— 


| s 4 . 
Phillips Starts Drive 
for Premium Offer 
A national newspaper campaign 
will be launched Feb. 10 for Phil- 
lips Milk of Magnesia toothpaste to 
promote a premium offer of a glass 
dish for table use. The offer will 
also be made on all three coast-to- 
coast radio shows. 
Blackett-Sample-Hummert, New 
Thompson-Koch Company, New 
York, the newspaper advertising 


—_——_ 


Two Plan Renewal of 
Advertising Activity 

The Keating Company, Philadel- 
phia greeting card manufacturer, 
has renamed Charles Blum Adver- 
tising Corporation, Philadelphia, to 
direct its account after a four-year 
lapse of advertising activity. Blum 
previously handled the account. 

W. F. Hillpot, Frenchtown, N. J., 
has appointed the agency to direct 
its advertising after an absence of 
ten years 


“Life’’ Shows 48°, 


Gross Revenue Gain 

Gross advertising revenue of Life 
increased 48 per cent in 1938 com- 
|}pared with 1937, the magazine has 
| announced, bringing the publication 


| from ninth to fifth place among all | 


magazines in gross advertising reve- 
| nue 

A gross advertising revenue 
| $6,513,039 was reported for 
jagainst $4.407.986 for 1937 


of 


| 
| 


Wahl to Repeat 


Annual Deal Offer 
with New Pencil 


Chicago, Jan. 17.—The Wah] 
Company, maker of Eversharp pens 
and pencils, has completed plans to 
repeat the special deal offer useq 
during spring months for the past 
eight years, E. E. Felton, advertising 
manager, said today. The 1939 pro- 
motion will feature a new Eversharp 
pencil, retailing at 49 cents, with 
three erasers thrown in free and a 
box of leads reduced to 10 cents. 

One half-page insertion will be 
used in Collier’s, Liberty and Life, 
with the first to appear Feb. 13. An- 
nouncement copy is currently ap- 
pearing in several business papers. 

This year’s promotion is substan- 
tially the same as that of previous 
years, said Mr. Felton, one change 
being that the 1939 special pencil is 
priced somewhat lower than was its 
1938 predecessor. The pencils fea- 
tured in the deals, he added, are 
ordinarily added to the regular line 
following the four month promotion 
period at a slightly higher price and 
are then sold without the erasers. 

A principal objective of the pro- 
motion is to build dealer good will 
through promotion that will help 
him to increase store traffic. Counter 
dispensers and streamers are fur- 
nished dealers along with the pen- 
cils. 

The magazine copy appears sep- 
arately from the regular Eversharp 
campaign. Plans are now in prog- 
ress for this schedule during the last 
six months of the year, with com- 
pletion expected during April. 
Young & Rubicam is the agency. 


Childs Restaurants 
to Start Outdoor Drive 


Childs Company, operator of 91 
restaurants in 25 cities, will launch 
its first outdoor campaign March 1, 
when motorists on principal Eastern 
highways will be told the distance 
to the nearest Childs restaurant by 
a succession of metal and enamel! 
highway signs. 

In addition to newspaper and 
radio copy, the company will dis- 
tribute street maps of New York 
boroughs showing main routes to 
the New York World’s Fair grounds 
and locations of its restaurants in 
relation to hotels. 


$150,000 More for 
Coal Exhibits 


The Pennsylvania anthracite pro- 
ducing region has pledged $150,000 
to augment exhibits of Anthracite 
Industries, Inc., New York, at the 
World’s Fair. 

Present plans provide for displays 


creativeness | in both the Home Materials building 


and the “Town of Tomorrow” at the 


| Fair. 


| 


Doran Joins Crescent 


J. J. Doran has resigned as Mem- 
phis manager of Radcliffe-Scott & 
Associates, Little Rock agency, to 
join Crescent Products Company, 
Terre Haute, Ind., as sales promo- 
tion manager. 


York, handles the radio account and | 
N 


1938, || 


You Can Reach the 
BILLION DOLLAR 
RUBBER INDUSTRY 
By Using the 1939 


RUBBER 
RED BOOK 


The only available directory 
of the Rubber Industry 
covering the United States 
and Canada. 


NEXT ISSUE—APRIL 25, 1939 
7 


| 
| 
| 


Send for Advertising Rates 
copy of booklet, “The Story of the 
Rubber Red Book.’ 
= 
Published by 


THE RUBBER AGE 


250 West 57th St. 
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baskin Emphasizes 
Townsend System's 
Value fo Clothiers 


Retailers Also Asked 
to Put More Stress on 
Style, Less on Price 


Chicago, Jan. 18.—Terming the 
science of evaluating advertising a 
most significant development in that 
feld during 1938, Salem Baskin, 
nead of Baskin Advertising Agency 
here, today offered the National 
Association of Retail Clothiers and 
Furnishers his version of the cele- 
brated Townsend technique, a sys- 
tem for specific application to retail 
clothier copy. 

Other advertising highlights of 
the retailers’ twenty-fifth conven- 
tion included news of a special co- 
operative promotion for Father’s 
Day June 18 and a criticism of too 
consistent price advertising by Ger- 
ald D. Grosner, of Washington, D. C. 

Commenting upon the sensation 
created in advertising ranks by the 
Townsend brothers and their sys- 
tem, Mr. Baskin said, “I read an 
analysis of it, and found that it con- 
sisted of fundamentals. I believe in 
the system. I believe that in most 
instances certain basic tests can be 
applied to advertising.” 

Mr. Baskin’s 14-point test for re- 
tail clothing copy puts special em- 
phasis upon these factors: A head- 
line that successfully competes with 
news stories in adjoining columns; 
a promise of self interest to the 
reader; illustration of the product in 
use; stress, either direct or indirect, 
upon the product’s money saving at- 
tributes; elimination of negative ap- 
peals; reference to others already 
using the product; an appeal for di- 
rect action. 

Although admitting the elemen- 
tary quality of some of these tests, 
Mr. Baskin asserted that large num- 
bers of retail clothing advertise- 
ments, even in metropolitan centers 
with presumably high priced adver- 
tising minds back of the copy, 
mitted essential points. 


Style, Best Copy Appeal 

Mr. Grosner, chairman of the as- 
sociation’s style committee, put forth 
a strong plea for copy emphasizing 
style rather than price. 

“I never could understand,” he 
commented, “how a merchant can 
legitimately sell merchandise for 
less than it is worth, more or less 
ontinually throughout the year. 

“Naturally, when any of us buy 
merchandise we always feel that 
Jur purchase is worth at least what 
we are paying for it. But to sell 
merchandise continually on _ the 
vasis that everything we buy is 
vorth more than we pay for it, and 


for through sale of an official poster, 
drawn by Howard Chandler Christy, 
and offered at $1.85. Sales of sim- 
ilarly designed package stickers will 
bulwark the fund received from the 
posters. 

William H. Weintraub, co-pub- 
lisher of Esquire, is chairman of the 
council. 


Pure Foods to Ellis 


Pure Foods Factory, Mamaroneck, 
N. Y., manufacturer of bouillon 
cubes, has appointed Sherman K. 
Ellis & Co., New York, to handle 
its advertising. 


Kimball Joins Four A’s 

Abbot Kimball Company, New 
York, has been elected to member- 
ship in the American Association 
of Advertising Agencies. 


Pennsylvania's 
Chain Store Tax 
Still in Courts 


Harrisburg, Jan. 19.—Though a 
substantial paper profit is reported 
from Pennsylvania’s 18-month-old 
chain store tax, the school teachers 
designated as beneficiaries are as 
far from their goal as ever, and state 
authorities are faced with inter- 
minable legal proceedings before 
they can call the revenue available 
for use. 

The state has realized $498,065 
from the tax, while $151,517 has 
been charged to administration and 
collection, leaving an apparent net 
profit of $346,548. When passed in 


1937, the tax was estimated to yield 
$1,500,000 annually. 

This hope was quickly dashed, 
however, by the chains’ charges that 
the act was unconstitutional and no 
less than 48 chain systems repaired 
to the courts for injunctions pend- 
ing final decision. Not only grocery 
and drug chains, but theaters and 
others are participating in the legal 
battle. 


Resembles Other State Laws 


The Pennsylvania law resembles 
many others in levying special as- 
sessments of from $1 to $500 per 
year on chain units, depending on 
the number. The maximum tax is 
for 500 or more outlets in the state. 
A companion act provided that the 
proceeds were to be used for pay in- 
creases for school teachers. 


hence can be sold for less than it 
‘8 worth to the public is, to say the 
least, extremely conceited. 

“I doubt if the public believes the 
merchants who are continually ad- 
ertising that their merchandise is 
veing sold for less than it is actually 
yorth.”’ 

The inherent fault in this promo- 
“on technique, he added, leaves 
tyle as the really important theme 
or advertising. “Style appeal,” 
aid Mr. Grosner, “is the only basic- 
ly sound appeal that I know. It 
be used 12 months in the year 
“thout injury or without causing 
public to believe that the mer- 
ndise so promoted is promoted 

merchant who is a liar and un- 
rupulous.” 
timate clearance sales may be | 
ception to this rule, he com- 
fnted, but they should not be} 
ary more than twice a year. | 
e association will be one of sev- | 
‘. groups to participate in Father's 
Y promotion, according to a bul- | 

distributed at the convention. | 
esentatives of these groups, or- | 

1 as the National Council for 
Promotion of Father’s Day, are 
ning the largest consumer cam- 
&n ever put behind the event, it 
S announced. | 
he entire campaign is to be paid 


Yr 


Highs: 


and publishing integrity 


editoria! standards 


NAB Distributes 
“A, B, C of Radio” 

National Association of Broad- 
casters has begun general distribu- 
tion of “The A, B, C of Radio,” 
primer recently compiled to present 
some of the technical aspects of the 
industry in terms understandable to 
the man on the street. 

The booklet also contains an ex- 
haustive analysis of the type of ma- 
terial broadcast in 1938. In an 
average week, 34.55 per cent was 
sponsored and the remainder broad- 
cast on a sustaining basis. 


McGillvra Gets CJBR 


Joseph Hershey McGillvra, New 
York, has been appointed exclusive 
representative for the United States 
and province of Ontario, by Radio 
Station CJBR, Rimouski, Quebec. 


— BUT 1S HE 7 


He parries sales arguments with ill-concealed yawns. 


those masks of sales resistance. 


The ASSOCIATED BUSINESS PAPERS, Inc. 


369 Lexington Avenue, New York 


« Look for the two hall-marks of known value > 


a) 


Your salesmen know this type of buyer. He pretends to be painfully bored. 


.. feigns ennui as a 


mask of sales resistance. But when these same men pick up the business 
papers to which they look for ideas about their business, they hang up those 
defensive masks. When your “bored”’ prospects read their A.B.P. publications, 
they are alert enough. For one thing, the magazines are on their desks by 
invitation. They pay subscription cash to get them. And they are with editors 
in whom they have confidence. They can be themselves! 

Your advertising in the A.B.P. publications that reach your prospects will 


work for your salesmen between their calls. And it will help them penetrate 


Proved reader interest in 
terms of paid crculation 
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January 23, 1939 


Utica & Mohawk advertising for 
1939, practically all of which fea- 
tures “Snowy,” will be on a com- 
parable level with the 1938 sched- | 
ule. A new policy has been adopted, 
and henceforth the Utica and Mo- 
hawk lines will be promoted to con- 
sumers separately. 

The Utica schedule includes 
American Home, and the Sunday 


. s 
Advertising Honors 
magazine sections of the New York 


. " * 
Rival of Chessie Set News and New York Times. The 
for Bigger and Better Mohawk schedule _ includes Good | 
: Housekeeping, Ladies’ 
Duties 


nal, and Woman's Home Companion. 
oi . ; All of these insertions will feature 
(Picture on Page 31) “Snowy,” with copy headed by 
York, Jan. 18.—Still rivaling |« ‘Snowy’ says,” and will carry a 
the Chesapeake & Ohio Railroad's | coupon offering a “Snowy” book. 
“Chessie”’ for the title of advertis- 
ing’s hardest working cat, “Snowy,” 


the white feline that has been sell- 
ing sheets for Utica & Mohawk Cot- 


‘Snowy Putsin 
Bid for Feline 


New 


Feature High-Priced Sheets 


The Utica percale line of higher- 
priced sheets will be featured in 


on Mills since 1935, this week House Beautiful and House & Gar- 

brushed its whiskers and purred den. With the exception of some 

contentedly in anticipation of a business paper copy, and percale 

banner 1939. advertising, “Snowy” is used 
“Snowy’s” master, the sheet com- throughout the campaign. 

pany, has found a new use for its Aside from pictures of the cat, 


trade character. Ten moving dis- 
plays for department store use have 
been built, showing “Snowy” toiling 
at a washing machine to prove that 
Utica and Mohawk sheets are “born 
with nine lives.” 

These displays, costing over $109 
each, are loaned to 
limited time. A number of stores 
throughout the country are cur- 


Utica & Mohawk has made it a prac- 
tice to have all copy a direct quote 
from “Snowy,” and to use 
terms wherever possible. 
of copy, for example, declares that 
Mohawks will never “give you a 
cat-fit by becoming sleazy and 
mouse-gray.” 

“Snowy” is a copyrighted charac- 
ter, photographed from life’ by 
rently using the display as a traffic Harry W. Frees, pet animal photog- 
builder for their traditional January rapher of Norristown, Pa. Charles 
“white sales.” W. Hoyt Company has the account 


retailers for a 


Anthracite Names Walsh 
Walsh Advertising Company, Ltd.. 
Toronto, has been placed in charge 
of advertising in the Dominion for 
Anthracite Industries, New York. 


“Hello, Ross Metzger” (Ruthraull & Ryan, Chicago 


Did You say MARKET ? 


PEORIAREA is the home of | 2. experimental campaign in On- 
605.016 people with money to tario and Quebec provinces during 
rend © whole tute of er . ° 
mont has a population of only | the current heating season is 
$59,000.) PRORIAREA | is planned. R. E. Stewart Green is 
thin an hour's drive of Peoria | account executive. 
ered  thoroughl by ONE 

radio station WMED ———— 

Free & Peters inet OF te 

, a . 
sat ino, hip” |Early Named Sales Head 


” WM 
9 


W. Wallace Early, with RCA Mfg 
Company, Camden, since 1923, has 


ing and record sales with 
Hallstrom as assistant. 


John L. 


Only Grover Whalen Knows 


Probably something like 15,000,000 individual out- 
oftowners, all in a buying mood, will converge on the 
1939 New York World’s Fair. Only Grover Whalen 
knows how many hundreds of millions they will put 
in circulation, 


Certainly every one of us should feel 
the invigorating pick-up of the World's Fair. 


CUE, The Weekly Magazine of New York Life. 
guarantees 1939 advertisers a 40,000 coverage of dis- 
criminating but York families. 


will 


free-spending New 
World's 


better customers than ever this vear. 


Certainly Fair prosperity make them 


CUE will also guide many thousands of the more 
sophisticated out-oftowners in their choice of where 
to go, what to do, what to buy. Furthermore, a spe- 
cial weekly section in CUE will advise them as to the 
(Only 


ver Whalen knows how much circulation bonus above 


most worthwhile current Fair activities. 


Gro- 
its 40,000 guerantee CLE will give advertisers from 
April 29 to October 28, 1939.) 


World's Pair visitors will find in CUE a complete 
package of information about the city they are visiting 
Where better 


and the Foir they have come to see. 


to sell them something ? 


Smart advertisers 
prac kage too, 


recognize in CUE a complete 
A solid market of spenders, both resi- 
dent and transient. and not a recluse or miser among 
CLE to 

more money for 


Clk. 


1938 inereased BO‘ 


and how 


them all buying find out where 


to spend more things. 
linage for the last 


1937, 


probably why quarter of 


over 


New York 


To visit the 


Phis is the year World's Fair. 


lire Buy CUE. 
C U . 6 EAST 39th STREET, NEW YORK CITY 


You can't cover New York's class market unless you use CUE! 


Home Jour- 


feline | 
One piece | 


been appointed manager of record- | 


Getting Personal 


Where, O 
Is Yesterday's 


Herbert S. Gardner, pres., Gardner Advertising Company, New 
York and St. Louis, is honeymooning in Mexico after his marriage in 
St. Petersburg, Fla. He and his bride will take a cruise around South 
America in February... 

The comely lass who adorns the cover of the current Cosmopoli- 
tan is Mary Grabhorn, daughter of Murray Grabhorn, s.m., WFIL, 
Philadelphia. A co-ed at Manhattan College, the daughter was 
recently named “Ideal American College Girl” in a contest sponsored 
by Saks-34th Street store. . . 

Huntington R. (Tack) Harvard football 
is seeking 
George E. 
two-week 


Hardwick, the former 
who is associated with Doremus & Co. in Boston, 
election to the park commission in Brookline, Mass. 
Halley, nat’l] sm. KMBC, Kansas City, is winding up a 
stay in Gotham... 

William F. Wiley, publisher of the Cincinnati Enquirer, is now 
Colonel Wiley, by edict of the governor. The publisher received the 
honorary title for his services to the Ohio National Guard. . 

Walter Rompel, director of magazine, comic and nat’l advertis- 
ing, N. Y. Mirror, is back in town with a mid-winter tan, acquired 
while fishing for marlin with Atherton W. Hobler, pres. of Benton & 
Bowles, off Cat Cay, Florida. Both Hobler and Rompel hooked a 
marlin at the same time, and Rompel’s bigger one got away while 
Hobler landed his. They both got a full quota of other species. 
Rompel returns to Florida for another spot of fishing next month. . . 

kK. H. Woodford, Eastern s.m., Hammond Organ Company, has re- 
turned to the wars after a two-year retirement on his Kansas farm. 
Until he struck oil on his farm and retired, he was s.m. of Agfa 
Ansco Corporation. He tired of the soft life and decided to return 
to sales work. . . 


star 


BACKSTAGE AT GULF OIL PREMIERE 


Chatting backstage after the premiere of Gulf Oil Company's new Screen Actor's 
Guild show in Hollywood are: Donald W. Thornburgh, Pacific Coast vice-pres- 
ident of CBS: Chester LaRoche, president, Young & Rubicam, which handles the 


Rosalind Russell, movie star and member of the talent committee; 


and J. Frank Drake, Gulf Oil president. 


account; 


Borden’s director of sales, returns from his 
Caribbean cruise Jan. 20, in time to spend a week in Chicago at a 
convention. . . Fen K. Doscher, s.p.m., Lily-Tulip Cup Company, was 

| somewhat abashed when, as presiding officer of the Sales Executives 

| club meeting, he supervised drawing for attendance prizes and drew 
his own name. Along with Earle Pearson, g.m., Advertising Federa- 
tion of America, he received a new book by S. W. and M. G. Edlund, 
“Pick Your Job—and Land It!” .. 

Bernarr Macfadden, the publisher, and Asa Blish, a.m., True 
Story, set sail together for Europe. They will make the rounds of 
European editions of True Story, and select an a.m. for the British 
edition of the magazine. . . 

W. S. Townsend, the 27-pointer now with Calkins & Holden, 
spoke before the last meeting of Publicity Lodge, the admen’s Ma- 


Arthur Ramsdell, 


sonic Lodge. . . Joseph J. Weed, pres., Weed & Co., station rep., will 
be in the Midwest and Canada until Jan. 26... 
W. L. Bomer, v.p., Bristol-Meyers Company, has been named 


chairman of the overseas division of the International Drug Club. 
Donald C. Townley, export mgr., American Home Products Corpora- 
tion, will serve as vice-chairman. . . 

Jessel S. Whyte, president of the Macwhyte Company, wire rope 
manufacturer of Kenosha, Wis., believes that an advertising agency 
which renders noteworthy service is entitled to something more than 
a commission. He accordingly summoned Maurice H. Needham, 
president of Needham, Louis & Brorby, Chicago agency, to the com- 
pany’s annual banquet to receive a certificate for “Twelve years ot 
service and loyalty.” , 

Brigadier General A. F. Lorenzen, president of Lorenzen & 
Thompson, newspaper representative, has dived into the seething 
Chicago political pool as campaign manager for Tom Courtney, mili- 
tant state’s attorney who would be mayor 

Bill Eddy, who drew those comical pictures for National Broad- 
casting Company's 1939 calendar, is one of the most versatile persons 
extant. A television engineer by trade, he was until recently a mid- 
shipman at the United States Naval Academy... 

A group of Leica-photos made by Albert Greenfield, a.m., Ray- 
gram Corporation, New York, on his trips to the West Indies and 
South America is featured in an exhibit of the Avocations Club, 
New York 

Samson Bosin, s.m. of Outdoor Displays, Passaic, N. J., is the 
father of a baby boy, his first child, born last week. Archibald 
H. Matthews, financial a.m. of Springfield Newspapers, heads the 
finance committee for the annual souvenir banquet of the Springfield 
Advertising Club in May... 


James P. Stahlman, president of American Newspaper Publish- 


ers Association and publisher of the Nashville Banner, was married 
Jan. 10 to Effye Chumley in Fort Payne, Ala 
Harvey W. Olsen, Jr., artist at Needham, Louis & Brorby, Chi- 
cago, is one chap who scoffs at Friday the 13th. Last week he had 
the pleasure of being interviewed by the Chicago Times on how he 
liked owning auto license Number 131313 But what the reporter 
didn’t find out was that the ominous day was also Harvey's birth- 
day His 13th birthday also fell on Friday the 13th 
Robert L. Gibson, manager, industrial division, publicity depart- 
ent, General Electric Company, Schenectady, N. Y., is recuperating 
at h home on Stoneridge Road following a surgical session at the 
neighboring hospital Anthony De Young, Whiting Corporation 
Harvey, Ill., expects to be back at the desk full time very 


ortly after a sciatic attack 


ee, 


here, 


Glamor Girl? 


| 


| New York, Jan. 17.—Jitterbugs 
and Charlie McCarthy addicts are 
|playing hob with the cosmetic fielg, 
land a revamping of the glamor 
| appeal which made the beauty busj- 
ness boom is needed to fit the molq 
of a depression generation. Such 
was the message passed on to a 
merchandising session of the Na. 
tional Retail Dry Goods Association 
convention here today by Hilde. 
garde Fillmore, style and beauty 
editor of McCall’s. 

Young girls used to strive for 
occasions upon which they could 
show off their party gowns, their 
new hair styles, and their most 
alluring perfumes, but these idea] 
customers of the past are not go 
common today, Miss Fillmore de- 
clared. 

“What are we doing—retailers. 
manufacturers, advertising people, 
and editorial writers—to make sure 
that glamor beauty aids will be in- 
dispensable in the lives of our on- 
coming consumer market?” the 
speaker asked. 


Pattern of Living Changes 


The average young woman of to- 
day, according to Miss Fillmore, 
knows she has to go to work when 
she finishes high school, and that 
she will probably have to hold her 
job even if she marries because she 
is accustomed to a fairly high stan- 
dard of living and cannot live de- 
cently on a young man’s salary. 

Hence, she may yearn for high- 
priced lipsticks but buys at the five- 
and-ten. She dresses up her inex- 
pensive clothes with costume 
jewelry and scarfs, and buys her 
pet perfume in dram sizes from 
bulk bottles—or waits until her boy 
friend can scrape up enough from 
his small income to buy her a bot- 
tle, the beauty expert declared. 
| The amusements of the average 
| middle-class girl of today are 
|movies, radio, outdoor sports, and 
|swing, Miss Fillmore declared. None 
lof these does much to encourage the 
|sale of glamor products. Jitterbugs 
lforget their faces and hair, and 
wear sloppy costumes. 

These trends have removed thou- 
isands of cosmetic customers from 
the department stores, despite the 
fact that large groups “still cling to 
| the old glamor urge,” the speaker 
asserted. Pretty girls still wear 
isweeping dance dresses, although 
i“trying to be oblivious of the fact 
ithat the boy friend is wearing his 
business suit.” 
| One new market which ought to 
|be exploited to replace those lost to 
| the swing bands, Miss Fillmore said, 
|is the army of modern career girls 
'who are all-day cosmetic users. 
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‘Revolution’ in 
Merchandise Keyed 
by Style Factor 


Department Store 
Changes Since War 
Cited by Macy Man 


New York, Jan. 17.—An increas- 
ingly style conscious consumer, in- 
clined to take honest value for 
granted but considerably more diffi- 
cult to convince on “look rightness” 
is limned by Joseph Mayer, execu- 
tive vice-president of R. H. Macy 
& Co., as the major phenomenon of 
the “Revolution in Merchandise,” 
a new book to be issued Jan. 27. 

Mr. Mayer takes issue with many 
established techniques in depart- 
ment store buying and selling, prac- 
tices which he asserts have not kept 
pace With changes wrought by the 
“revolution.” 

Too many department store copy- 
writers, he asserts, although earnest- 
ly seeking proof of a buyer’s state- 
ment that his merchandise is “100 
per cent wool,” omit similar ques- 
tioning on his claim that it is also 
“the newest style and in the best 
of taste.”’ 

While the old time department 
store was the arbiter, rather than 
listributor of style, Mr. Mayer 
argues that today’s consumer is far 
less willing to accept merely the 


store’s word on the question of 
taste 
The “revolution” whereof Mr. 


Mayer speaks took place as a direct 
result of the World War and its 
attendant effect upon consumer 
psychology. The major trend emerg- 
ng after this period was a pro- 
nounced consumer demand _ that 

» merchandise “look right” as well as 
possess honest value commensurate 
with price. 


“Fifteenth” Customer Important 


Also emphasized by Mr. Mayer is 
the importance of the “fifteenth 
ustomer,”’ one of a discriminating 
minority who, he asserts, ought to 
be sold what she wants and not 
hat the store desires to sell her. 
These customers, Mr. Mayer indi- 
pave the way for a more 
vopular acceptance of new styles 
and new tastes and a satisfaction 
of their demands is usually fruitful 
to the department store. 

He also takes issue with the “vol- 
ume at any price” techniques used 
by some stores. Volume forced too 
ften and too strenuously, he asserts, 
vill create its own 
penses. These may include: weak- 
ening consumers’ confidence in the 
normal price valuation of regular 
nerchandise; damage to good will 
‘through placing sub-standard mer- 
chandise on sale; neglect of oppor- 
tunities for regular business during 
sale days; disturbance of depart- 
ments adjacent to those staging the 


( > 


ates, 


Against Your 
Policy, eh? 


vVbe that policy needs chang 
Maybe it’s standing in the 

vy of your getting business 
business you're not getting 
It was against the policy 
department store to adver- 
in High School Publica- 
So it advertised its bovs’ 
t-and-slacks sets in a news 
e1 Spent $666 for space 
And had exactly 6 boys 

e in to look while a 
petitor with some beer 
ets to sell, used High School 
cations—spent a lot les 
ld a whole lot 
‘ our poliey needs 
ip to date Maybe 
investigate these 

| Publications whik 
any part of 858,543 boy 
exclusively 
you'd better write for the 
this very minute 
tichmond Advertising 
F (NOT ar advertising 
ourt Street, Brook 


nd so more 


brine 
vou'd 


High 


overhead ex-| 


_ RESUMES PROMOTION 


been tried. 


ture 
crease 


tempted to 


studio 


beds. 


this survey. 
Valuable 


After a lapse of several years, John T. 

Stanley Company, New York, is again 

employing point-of-purchase displays for 

its line of products. One of the units 

is shown here. A series of four displays 

was created by Manders Company, New 
York. 


=|phones to 
sale; and advertising expense out of 


proportion to importance of the 
sale. 
Mr. Mayer’s book also includes 


much autobiographical detail. He 
received his early business training 
in Paris, came to this country when 
he was 26 and began work in a 
small town department store. Suc-|- 
cessive posts, all in the department 
store field, finally made him head | 
of the Macy millinery department | 
in 1911, a department which soon | 
became the largest of its kind in| 
America. Later acquiring his pres- | 
ent title, Mr. Mayer sought a less | 
strenuous life, returned to Paris and | 


Flexible 


account 


spent the next 11 years as manager 
of Macy’s European buying office. 

“Revolution in Merchandise” will 
be published by Greenberg. 


} 
CASE HISTORIES PROVE | 
VALUE OF RESEARCH | 

Detroit, Jan. 17.—Modern depart- | 
ment stores offer a new and fertile | 
field for research, according to Wil- | 
liam J. Maledon, assistant director | 
of research for the J. W. Hudson | 
Company here. | 

Mr. Maledon’s exposition of the | 
value of research was given mem- | 
bers of the American Marketing 
Association, here recently, and his | 
outline included several case his-| 
tories taken from Hudson's file as | 


well as other large stores. 
Department store research, he} 
said, has a twofold objective in | 


seeking to ferret out both consumer | 
likes and dislikes. Accompanying 
these objectives must be construc- | 
tive suggestions as to how the store 
can do more or less of the activity 
in question. The research depart- 
ment must also launch its work 
without a preconceived idea as to 
the result, he emphasized. In other 
words, it must seek to find, rather 
than to prove. 

An example of its effective use, 
Mr. Maledon recalled, involved one 
instance when a merchandise man- | 
ager of an older girls’ department 
sought to discover a means of sell- 
ing more higher priced dresses, those | 
retailing for around $15. His rea- 
son, as given to the research de- 
partment, was that, going to and 
from the store, he frequently saw | 
high school girls wearing dresses | 
| obviously of this quality. His de- 
|partment, he felt, should be getting | 
la large share of this business. 
| | 


Not All Are Wealthy 


Research, however, dinewveredl 
that by far the larger market was | 
‘in a lower priced line, simply be- | 
cause a great majority of the store’s 
customers were in this income 
bracket. The clue to the merchan- 
dise manager's first belief appar- | 
ently lay in the fact that, being a} 
high salaried executive and living 
‘in a more luxurious section of the 
city, his path to and from the store 
brought him within sight of the few, 
jrather than the multitude. 


Accepting the research depart-| 
ment’s findings, he not only stepped | if 
up the sales of the low priced 


¥ 
~~ 


idresses in his department but also} 
‘found it to be far more profitable | i 
than the more expensive line be- 


. 
« 
. 


yy, 


jcause of the faster turnover 
Another case involved discovery | iim 
as to why sales were low in a din- | nin 


resulted 
in sales. 
Another store had fruitlessly at- 
stress 
couches 


with 
Inc., Chicago. 


Analysis 
trends in that locality revealed that 
few new homes were planned to in- 
clude full size dining room furni- 
ture, the chief type of stock car- 
ried by the section. 
stock to smaller dinette size furni- | 
immediate in- 


in 


as 


in 


LOS ANGELES EXAMINER 


an 


the 
substitutes for 
beds. Research disclosed that people 
were buying studio couches as sub- 
stitutes for davenports, rather than 
Re-styling of the line and a 
new promotional technique followed 


studying consumer 
tastes, research is also beneficial in 
|surveying problems within the store, 
'\Mr. Maledon added. 
research may cover a wide variety 
of questions, ranging all the way 
from the efficient locations of tele- 
actual, 
sumed profit figures on certain lines 
of merchandise. 


Gets Steel Account 
Steel 


rather 


Lacing Company, 
Chicago, has placed its advertising 
Kreicker 


Accomplishment 


of building 


| Milwaukee News was merged with 
| the Sentinel, morning paper, on Jan. 
| 16, to be known as the Sentinel- 

News, which will continue to be 
| issued morning and Sunday. The 

executive staffs of the two Hearst 
| papers have been the same, with 
| Col. H. H. Fris as publisher, and 
|R. H. Ferger as assistant publisher. 
Immediately following the con- 
solidation, the Milwaukee Leader 
announced a change of name to the 
| Post, which will continue to oper- 
| ate in the evening field. The Jour- 
jnal is Milwaukee’s other evening 
| paper. 


A change of 


value of| 


“Stage” Has New Schedule 

Stage magazine, New York, for- 
merly issued monthly, will be pub- 
lished twice a month throughout the 
theater season, beginning with the 
March 15 issue, and once a month 
in June, July and August. The for- 
mat will be changed to the standard 


This type of 


than as-| magazine size of 7 x 103/16” and 
the price reduced from 35 to 15 
cents. 


Joins Agency Group 


Grant & Wadsworth and Casmir, 


& Meloan,| resentative of First Advertising 
Agency Group in New York City. 


eS Lae ee 


Southern California is today the pul- 
sating heart of American aviation activ- 
ity—in manufacture, travel, air-mail 
poundage and engineering development. 
Many factors have helped . . . but the 
Los Angeles Examiner, even prior to 
the first Southern California airplane 
plant was pointing the way editorially. 
and has vigorously espoused the cause 
of Aviation ever since. In fact, through- 
out its entire vital 35 years The Exam- 
iner has been a champion for, or origi- 
nator of, every forward-stepping activity 


in Southern California. 


Represented Nationally by 


HEARST INTERNATIONAL ADVERTISING 


SERVICE 


Rodney E. Boone, General Manager 


Abandoning the evening field, the | 


New York, has been appointed rep-| 


‘Chicago Marketers 
to Meet Jan. 24 


The Chicago chapter of the Amer- 
ican Marketing Association will 
hear E. Evalyn Grumbine, assistant 
publisher and advertising director 
of Child Life, give an analysis of 
the juvenile market at its meeting 
Jan. 24 in the Stevens bldg. restau- 
rant at 6:30. 

Originally scheduled for Jan. 17, 
the meeting was postponed because 
of Miss Grumbine’s illness. 


Gross Heads G&W Sales; 
Esty Appointed 

Boone Gross, 
sales manager 
Inc., Detroit, 
general sales 


assistant general 
of Hiram Walker 
has been appointed 
manager of Gooder- 
ham & Worts Ltd., subsidiary. He 
will maintain headquarters at De- 
troit and Walkerville. 

William Esty & Co., New York, 
has been appointed to handle adver- 
tising for G&W Star Blends, and 
several straight and bonded whis- 
kies. 


West Forms Agency 


Bronson West has formed his own 
agency in St. Paul, Minn., to be 
known as Bronson West Advertis- 
ing, with offices at 500 Robert street. 
He is a former president of the 
Northwest Council of Advertising 
| Agencies. 
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22 ADVERTISING AGE January 23, 1939 
ee — ———— —$_ 
Leadi M A di ett in 1938 
Companies Which Spent Over $100,000 
with Comparisons for 1937, 1936, 1935 
An Exclusive Advertising Age Compilation Based on Records of Publishers Informa- 
tion Bureau, Ince. 
Rank 1938 1937 1936 1935 Rank 1938 1937 1936 1935 
246 Addressograph-Multigraph Corp. ........ 110,206 150,136 77,422 28,710 | 250 Factor, Max Studios..................... 107,861 98,215 168,693 209,489 
ee: ee OM in sba edt ond sees seseeee 110,866 88,300 61,300 55,150 oe ee Me Se ice xeaeeweasas cesses 426,425 313,360 373,302 248,725 
166 All-Year Club of Southern California.... 160,265 164,729 125,577 112,696 | 226 Firestone Tire & Rubber Company....... 117,520 294,239 223,786 95,04) 
3 Aluminum Co. of America............... 321,013 538,132 388,660 164,111 | 249 Fisk Tire Co., Inc., The................. 108,261 147,701  ...... ye: 
Including: 129 Florida Citrus Commission, The.......... 202,581 170,369 109,330 ...... 
EO we aan wea nwa eee 162,541 330,160 180,975 97,564 232 Florist Telegraph Delivery Ass’n......... 113,850 89,840 75,744 91,905 
Aluminum Cooking Utensil Co..... 85,225 147,025 139,473 ...... 197 Florsheim Shoe Company................ 136,166 201,110 148,787 114,315 
pS Ee Per eee Laer 63,955 48,739 55,230 49,823 ie. RS er 1,128,516 1,579,682 1,749,701 953,689 
Kensington Incorporated ............ 9,292 12,208 12,982 16,724 Including: 
84 American Chicle Company............... 320,837 299,920 214,616 231,796 Ford Motor Company............... 811,933 1,250,474 1,498,162 885,718 
Be PATOUR GION FM c ccc cccesce eas 297,000 353,325 146.462 sn ccees Lincoln Motor Company............. 316,583 329,208 251,539 67,971 
133 American Home Products Co.. 197,435 255,276 237,197 272,521 12 Frankfort Distilleries, Inc................ 1,199,406 1,047,840 562,443 458,35) 
Including: 163 French KR. T., Company, The............. 147,158 122,437 133,562 178,652 
Affiliated Products, Inc............. 102,360 116,829 98,868 75,502 a 1,562,254 2,133,997 1,800,325 1,473,842 
Pe er ee eee 1,385 1,686 0 ia Including: 
A OE Sea eee! 29,129 47,891 55,395 68,200 Edison G-E Appliance Company..... 283,243 262,410 208,450 88,525 
Kolynos Co. ........--sseeeeeececees  ceeeee — saneee == sav ons 16,142 General Electric Company... . 1,240,166 1,786,782 1,535,265 1,337,712 
Three-In-One Oil Co. ianaeease 26,627 39,009 39,982 75,421 Electric Vapor Lamp Company....... 2445 10995 ...... 00 eens, 
Wyeth Chemical Co................. 37,934 49,861 41,701 37,256 Warren Telechron Company......... 36,400 73,810 56,610 47,605 
187 American Safety Razor Corporation...... 143,962 230,135 211,603 226,076 16 General Foods Corporation............... 1,134,601 1,405,144 2,085,122 1,750,782 
184 American Stove Company............... 147,100 153,630 145,345 140,261 Including: 
19 American Telephone & Telegraph Co..... 1,098,106 1,212,151 965,230 848,561 Baker’s Chocolate .................. 126,909 137,785 51,925 109,926 
& Ammericwm TOWRGGS CO, nsec csscccsesces 2,068,579 1,909,644 1,469,994 1,610,193 I 86,756 ...... 95,408 
78 American Viscose Corp., The............. 342,015 35,302 26,736 48,706 Birds Eye Frosted Foods............. 9,360 7,698 SS  rrrre 
108 Anheuser-Busch, Inc. ................... 242,054 159,507 130,102 75,410 Calumet Baking Powder............ 28,500 32,075 282,043 9,937 
224 Arden, Elizabeth .................0.000: 117,594 155,097 155,208 132,075 ee 151,335 81,585 208,111 172.413 
81 Armour & Company.................5.5. 329,518 598,279 607,414 546,966 Diamond Crystal Salt............... 0 eeeeee 31,350 18,000 ....... 
94 Armstrong Cork Products Co............. 280,180 594,975 532,710 407,463 Dividend Notice .................... 108_—_i(iwjiw#jwjtN N YN 71200 Oli... 
65 Association of American Railroads....... 423,869 604,862 478,809  ....... ES Be, ces cckances ACM? _ Xmen 44,970 46,580 
68 Beech-Nut Packing Company............. 402,544 494,780 384,013 138,401 Grape-Nuts Flakes ...............-. 15,930 18,030 18,975 22,005 
205 Ben-Burke, Inc. ..............csecscseee 128,861 169,375 189,668 62,576 Huskies Wheat Flakes............... sk ce ee 
207 Bendix Aviation Corp................... 128,042 142,040 141,713 80,740 TeM-O occ eee ec ee cee cree cee eecceeee 152,712 216,980 231,600 236,916 
48 Best Foods, Inc., The.............0....45 582,100 350,825 116,150 56,650 Jell-O Ice Cream Mix.............. 1,419 1,419 67,200 ....... 
227 Bigelow-Sanford Carpet Co., Inc......... 116,950 368,735 212,120 317,562 Jell-O Radio Program .........-..-.  sssss. 3,000 iw... s, eel 
eer 466,620 463,495 463,730 520,285 La France Soap Flakes.............-  ssesee  teeeee pe eeee 93,245 
142 Bourjois Sales Corp..................... 193,578 218,132 136,433 107,154 Log Cabin Syrup................... 69,000_........ 833 373 
5 Bristol-Myers Company ................ 1,983,423 2,708,448 2,390,587 1,797,595 Maxwell House Coffee............... 21,465 249,165 303,418 135,465 
59 Brown & Williamson Tobacco Corp....... 473,296 491,405 683,557 451,453 Minute Tapioca ................+4+5 107,692 13,725 184,775 116,400 
116 Budd, Edw. G., Mfg. Co................. 232,130 243,885 167,225 ...... Post’s Bran Flakes.................. 7,729 27,273 53,307 = 121,105 
63 California Fruit Growers Exchange....... 430,179 234,424 345,710 533,999 a Boll ah aati 37,308 74026 «= Tad0a 
31 California, Packing Corp................ 794,130 753,109 554,489 339,668 calc ouutnacaecke oe 22,311 96,991 60,832 57,996 
165 California Peach Industry............... 161,850 199,355 ers Premotion Cov ................... 984 : , , 
126 California Walnut Growers’ Association.. 210,025 129,050 188,790 122,950 Sanka Coffee ....................... 321,451 160,200 186,000 265,375 
179 Campana Sales Company................ 149,547 168,036 140,587 102,669 Gure-Jell ................00cccee eee 39,633 23,446 32,921 _—«312,450 
6 Campbell Soup Company................ 1,953,846 1,813,543 1,539,209 1,712,661 Sure-Jell & Post Toasties.......... 15.000 . ' ’ 
73 Canada Dry Ginger Ale, Inc.............. 357,620 382,880 331,160 341,559 Senn Seam Cole Wwe... ( 143.640 253.850 236 188 
122 Canadian Pacific R. R. & S.S. Co........ 214,951 227,791 228,350 190,790 | 29 General Mills, Inc....................... 836,692 734,021 764,063 975,535 
155 Canned Salmon Industry................ 174,810 205,125 164,750... .. 1 General Motors Corporation......... . 4,121,649 6,993,325 7,289,547 5,442,668 
66 Cannon Mills, Inc. cccveveesese 413,040 393,613 365,681 362,295 Including: — — 
70 Champion Spark Plug Co............... 382,856 261,848 233,995 218,497 A C Spark Plug Company 281,850 226.082 225.991 128.095 
99 Chicago Flexible Shaft Co............... 267,764 97,821 67,639 39,985 uate 658.690 787971 740930 479174 
190 Chesebrough, G. H. Mfg. Co............... 142,840 | 137,170 | 191,710 168,812 Cadillac Motor Car Div.............. 438,845 464,299 490,943 335,080 
9 “ae teen ene e eee eee ee nee e ees 1,614,849 3,396,927 3,356,416 2,553,512 Chevrolet Motor Div........... 655,778 1,058,845 1,381,677 1,174,062 
Chrysler Motor Corporation.......... 478,691 961,979 652,264 410,305 soe ie cry Guaeaen -ninheetdae "ane “onaee yeed Br 
De Soto Motor Corporation.......... 445,604 582,963 232,029 233,050 Delco-Remy Corporation ............ 122 066 190.650 206.775 57.400 
Dodge Brothers Corporation.......... 437,298 704,856 1,128,767 935,792 Diesel Engine Division.............. 4,985 
Plymouth Motor Corporation......... 1,178,824 1,034,374 1,275,526 974,365 Ethyl Gasoline Corporation.......... 354,436 462,126 341,646 439,826 
Airtemp Corp. .....-.-+.-++ssss00+ 74,432 112,755 67,830... .. Fisher Body Corporation............ 209,776 713,912 734,959 591,410 
Bek 3 CRUGEE TE Gc kicicccicaccesesys 114,734 123,975 86,107 82,875 Frigidaire Div 379.195 684.792 502.868 482.942 
56 Cluett, Peabody & Co., Inc.............. 519,602 428,400 363,510 313,334 General Motor Acceptance Corp......... ip 3.015  132°743 52 458 
25 Coca-Cola Company .................005 949,105 867,325 761,065 834,050 General Motors Truck Company... 79,310 184737 156.019 41 440 
13 Colgate-Palmolive-Peet Co. 1,199,314 2,009,690 1,393,380 1,115,941 Guide Lamp Car 8000 ' ' 
103 Commercial Credit Company. 248,706 172,662 133,744 104,678 Hyatt Bearing Company espouse 21.030 45900 ©... |... 
74 Congoleum-Nairn, Inc. ................-. 354,845 600,615 536,603 421,083 Inland Mfg. Company............... 53,045 41,500 42,288 
217 Continental Oil Company................ 122,275 121,700 86,294 13,888 New Departure Mfg. Company....... 26,724 75,164 54,955 34,808 
52 Corn Products Refining Co. 569,014 641,468 498,182 294,489 Oldsmobile Div a 420014 658315 875618 486871 
152 Corning Glass Works...... 179,485 210,068 113,011 140.410 Packard Electric Division............ 3,048 5,730 
2 284,204 295,091 292,905 196,283 Pontiac Motor Div................... 365,851 439,437 637,854 611,552 
ncluding: Institutional Copy Gen. Motors...... 2,079 723,672 655,852 401,591 
re [on i wie 280,301 = 276,554 178,458 Sunlight Electrical Company......... 0 ....-. 12,000 10,000 _—:11, 000 
arle, Marie, inc.. 14,790 = =—:16,351 17,825 United Motor Service, Inc............ 40,000 31,276 40,000 30,150 
= hres 119,580 96,150 102,032 67,369 Winton Engine Corp.................. «see 1070 11'810 14.616 
77 Cream of Wheat Corp., The 346,445 407,105 359,370 410,994 82 General Tire & Rubber Company. . 321,370 365,665 355.255 280,034 
58 Cudahy Packing Co., The. 490,535 569,362 580,227 686,917 | 75 Gillette Safety Razor Co........... 352,830 386,530 431,148 428,604 
260 Cunard-White Star, Ltd... 102,424 164,641 146,987 131,452 | 111 Glenmore Distillers Co., Inc.............. 240,325 166,992 131,882 61,875 
168 Curtiss Candy Company. 159,685 = 50,227 6442... 49 Goodrich, B. F. Co., The................ 579,125 1,034,081 671,000 443,986 
210 Davis, R. B., Company. . 126,405 100,684 251,783 190,425 27 Goodyear Tire & Rubber Co., Inc., The... 884,573 1,037,379 979,946 627,786 
236 Dearborn Supply Co.... jekebaeaecan 112,100 95,378 89,246 104,550 BPs (GRRE Bi, Bik dnc ech awstesddeccaacses 159,710 273,179 144,151 241,099 
148 Dick, A. B. Company.................... 183,475 240,655 183,495 174,015 100 Greyhound Management Co.,............. 266,270 265,172 259,100 207,438 
Se SY SI “Us Gen ececcescecesccoceces 1,105,557 801,268 344,160 407,275 138 Gulf Oil Corp............ceceeeecceeeees 193,911 256,373 63,166 24,758 
Including: 258 Hamburg America Line............... 103,197 73,634 107,009 58,993 
Calvert-Maryland Distilling Co.... 392,250 300,400 25,910 27,720 | 225 Hamilton Watch Company............... 117,560 141,715 128,665 102,846 
Kessler, Julius, Distilling Co., Inc....  ..42-- ee aeee 1,776 16,000 178 Hammermill Paper Co................... 150,050 177,485 132,325 126,180 
Seagram, Joseph E. & Sons.. 713,307 500,868 316,474 363,555 154 Hancock, John, Mut. Life Insurance Co... 177,680 138,125 84,707 77,903 
140 Drackett Products, Co., The.............. 193,701 230,950 289,400 294,275 57 Hawaiian Pineapple Co.................. 490,681 182,238 365,936 319,069 
222 Dunn & McCarthy, Inc.......... 119,105 113,517 85,785 130,131 2 § ee eee . 1,151,015 1,540,848 1,378,143 1,329,717 
43 du Pont, E. I, de Nemours & Co. 624,155 698,332 573,632 578,768 | 203 Heublein, G. F., & Brother.. 129,598 185,998 125,281 122,67! 
Including: BD TOW Gy TeBsicccsccccccccscccsessve 213,240 180,660 253,275 122,550 
du Pont Cellophane Company. 195,320 199,150 205,500 207,000 | 172 Hormel, Geo. A., & Co.. 154,664 69.895 114,163 112,600 
du Pont de Nemours & Co.. 175.378 286,964 186,070 142,546 241 Houbigant Sales Corp.. 111,122 108,360 89,043 85,375 
du Pont Rayon Company. 156,684 122,145 113,056 128,060 | 161 Hudnut Sales Co., Inc.. . 168,017 465,023 476,415 134,899 
du Pont Viscoloid Company.........  -..e65 cawuee 15,860 4,860 151 Hudson Motor Car Company. 180,099 613,971 537,011 485,578 
Remington Arms Company. 70,765 68,432 44,625 86,671 110 Hygienic Products Co., The. 240,451 239,719 195,422 149,146 
Peters Cartridge Company 26,008 21,641 8,521 9,631 216 Imperial Paper & Color Core. _.. 122.545 120,606 117,083 101,788 
42 Eastman Kodak Company. . 638,405 723,025 608.706 765.462 235 Insurance Company of North America. vr 122,583 77,838 118,609 91,323 
143 Elgin National Watch Co................ 189,655 313,033 199,228 157,868 35 International Cellucotton Products Co.. 709,714 1,004,497 600,188 535,67! 
104 Emerson Drug Company.............. . 248.337 247,740 227,849 112,639 Including: 
159 Equitable Life Assurance Soc. of the U.S. 173,175 182,075 23.959 73,929 International Cellucotton Prod. Co.... 267,315 469,284 44,926 5,388 
gg Er “aaa saesees 128,829 301,697 397,384 401,046 Kotex Company .................... 442,399 535,213 555,262 530,283 
5 / 
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23 
sa“ 
Leadi M Ad ti in 1938 
gank 1938 1937 1936 1935 Rank 1938 1937 1936 1935 
9 International Correspondence Schools..... 113,811 149,273 149,069 131,608 219 Prudential Insurance Company of America 121,579 119,793 100,976 94,812 
233 
Including: ee SD ID vn cc cciccanncccceccnce 337,401 499,957 >. iPr 
International Correspondence School... 105,216 124,918 119,688 108,282 ee KO eee 149,083 479,157 506,633 511,159 
Woman’s Institute of Domestic Arts & 107 Quaker State Oil Refining Corporation... 242,377 189,833 223,516 209,482 
TE baci idcadwaknceeksseé 8595 24,319 29,381 23,326 » ; 
44 International Harvester Company........ 614,825 507,133 438,018 371,310 a: Tin foe Coe ttecseseere yi by on aa ee wy 
992 International Nickel Company, Inc....... 129,620 184,867 171,588 122,096 | 113 Real Silk Hosiery Mills Inc. 236,220 217,586 41,840 5,113 
g7 International Silver Company............ 298,715 325,713 255,938 = 213,468 | 149 Remington Rand, Inc.................... 183240 144177 83113 164813 
on ny Da hy a. “aa ain ‘ae 2 Reynolds, R. J., Tobacco Co............-. 2,788,055 3,003,743 3,202,313 2,357,196 
562 SENeeWwOveR Seeeee LA.........---++++++ , 125 Royal Typewriter Co., Inc................ 211,904 228,308 194,854 130,513 
196 Investor’s Syndicate .................... 136,295 118,155 109,275 108,965 
959 Iron Fireman Mfg. Co................... 102,560 126,756 105,994 96,858 98 S. O. S. Company, The.................. 272,352 217,989 208,851 179,331 
937 Italian Line ...................+s++++++» 111,083 118,967 78,501 100,410 32 Schenley Products Company............. 764,613 824,400 517,960 341,064 
: 162 Gechering Corp. ......ccccccccccccccccces 166,926 172,730 161,146 94,225 
245 Jantzen Knitting Mills................... ee eee oe eee | 124 Schick Dry Shaver, Inc................. 212,466 395,209 93,003 42.748 
254 Jelke, John F., Company................ 106,702 = 85,501 8=« 75,005 = «80,200 | as Schieflelin & Co........................ 305,171 311,329 269,081 186,760 
28 ao ag Co., The.............. $74,008 = 776,854 §=— 818,643 153,681 | 169 senlitz, Joseph, Brewing Co.............. 168,675 160,259 111.789 78,970 
: 181 Scholl Mfg. Co., Inc., The................ 148,547 151,353 172,702 203,095 
Jergens, Andrew, Co., The........... 196,245 197,080 = 183,025 §8=— 143,000 | “4: Scott Paper Company................... 648,672 578,857 584,620 488,004 
Woodbury, John H., Inc.............. 676,363 579,274 666,618 611,681 | 9, Go qhe 96408 a0nets snaaee | Staane 
214 Johns-Manville Corporation ............ 123,733 208,049 195,668 = 107,840 | 157 Sheaffer, W. A., Pen Co.................. 208,700 257,600 203,900 180,700 
47 ae Johnson.......-- ++... esse ees 582,669 8=808,273 = 780,287 = 427,121 | “49 shell Oil Company...................... 650,010 671,633 582,170 302,984 
- : Dee ND GID nec ccccccsccencctecs 247,500 286,515 259,010 195,650 
Clapp, i Ine.......-+.++.++. aiaane oe eae gry's9), | 139 Simoniz Company, The...............-.. 193,812 239,004 257.613 228349 
ohnson PERE TSN eee Sesto eee , , , ’ 131 Sinclair Refining Co..................... 199,190 162,600 162,220 44,925 
240 Kalamazoo Stove Company.............. 111,212 129,625 124,322 115,572 174 Singer Sewing Machine Co.............. 154,600 183,445 167,128 127,703 
248 Kaufman Bros. & Bondy, Inc............. 109,250 116,749 69,720 60,083  & — % & 2 are 207,930 305,828 294,304 158,645 
SD. PE ME cubeasesssccccesessece 746,270 413,745 371,358 620,607 156 Smith, L. C. & Corona Typewriters, Inc... 174,622 182,166 179,604 162,993 
118 Kendall Company, The.................. 229,165 232,773 152,780 245,810 24 Socony-Vacuum Oil Co., Ime............. 956,891 1,209,503 753,324 655,653 
Including: 153 Somerset Importers, Ltd................. 178,367 129,956 38,924 65,385 
Bauer & Black....... eaethaieesnes 183,565 184,161 114,953 212,477 | 230 Southern Pacific Company............... 114,797 121,582 104,800 85,493 
Cs csp eccacccavees 45,600 48,612 37,827 33,333 | 228 Spencer Corset Co............cececeeeees 116,350 115,250 110,000 105,500 
239 Kimberly-Clark Corporation ............ 111,260 60,595 66,690 61,300 SD Be is Oe Be cc ccccvabeccccscce 678,620 831,965 764,562 346,553 
190 Bimees GoeReeO Cai, BiG ccc ccc ccc ccces 200,797 131,361 168,150 187,998 14 Standard Brands, Inc.................... 1,187,374 1,759,119 2,200,038 2,474,313 
109 Lady Esther Company.................. 240,482 397,484 384,332 471,161 a, SN ies eee eee kee |e 
8 Lambert Company, The..........:...... 1,725,955 2,130,016 1,786,695 1,844,944 a aoe - on ae: ipa ae vin ‘ian ‘ine 
neclu ing: . : gp SMe eee eee ene ’ + , ’ 
Lambert Pharmacal Co.............. 1,583,975 1,918,731 1,589,390 1,672,287 a -apo sae od Health....... 625,952 568,494 ar 985,123 
Pro-phy-lac-tic Brush Co............ 141,980 211,285 197,305 172,657 Magic Baking renee ag DOQS...----- verre vee eee — 7,358 
158 La Salle Extension University........... 174,360 154,758 130,710 120,701 Ep SwWwuwsseeesccsoevssess Ceeese  ieesese - We  s60600 
46 Lehn & Fink Products Corp.............. 588,732 780,751 632,222 491,955 Royal ae —— tee tee ee ee cers 198,970 226,585 ye aomane 
ee errr 1,441,692 1,554,540 1,499,705 1,801,377 Royal Gelatine Dessert.............. +001 sense 3 i 358,725 
247 Lewis Howe Company.................. 110,178 115,205 160,796 195,663 ae geeg seeeeeeeceeeereeenee  serees cetuse on = aoe 
209 Libbey-Owens-Ford Glass Co............ 127,042 233,090 212,143 102,420 ender Leaf Tea...........sss.s0.s2 wees 025 = 153,5 136,450 
51 Libb McNeill & Libb 576.465 409.458 492.047 466.010 145 Standard Oil Company (New Jersey). eon 184,547 364,094 363,331 463,561 
y; el Weccsesrsescsccoce ’ ’ ’ ’ 133.926 1 860 
3 Liggett & Myers Tobacco Co............. 2,508,930 2,230,120 934,981 797,519 | 199 Statler Co., Inc., Hotels................. 926... «ss 86000... - 
117 Lipton, Th J.. I 230.724 55.093 27.254 10.521 ee. A, ics, Oe Is 0'6:5.0:0:0000 00000005. 118,810 157,241 81,928 40,795 
gee ya dlaeparelat laa aaah ; 8 Sterling Products, I ted 671,553 1,006,426 929,953 1,018,126 
“e* —% 3o “eRpReRepE pe OSrenIETe 805,269 568,274 365,588 500,778 3 rling Products, Incorporated.......... , 006, , 018, 
1938 Luft, Geo. W., Co., Inc.................. 138,901 219,070 156,641 144,742 we tintin _ nae ene skis eee 
132 Matson Navigation Company............. 197,450 185,267 197,187 190,560 Centaur Co. ...-..................., 168,714 250,340 259,248 254.054 
“SS  .§ hse qrnRea Rae 147,427 211,487 151,844 76,993 General Drug Co...........---...... 142,939 76,008 85,697 90,941 
218 Maytag Company, The.................. 3 eres [——'  cnseoe Phillips, Chas. H., Chemical Co....... 200,854 314,463 229,988 192,528 
112 McGraw Electric Company............... 239,679 253,818 221,303 136,741 Watkins, R. L., Company............ 33,551 33,808 48,015 190,089 
215 McKesson & Robbins, Inc................ 122,682 314,510 245,453 319,682 Wells & Richardson Co., Inc.......... 0 -sceee 0c aeeee 0 cuvees 20,850 
261 Miennen Company, TRO......cscccccccces 101,657 152,667 141,259 160,243 OG Wii, Be T, Giiko a vncccaccccccsvccs 128,930 99,420 80,660 65,234 
175 Metro-Goldwyn-Mayer Pictures Corp..... 153,899 238,433 307,484 452,149 169 Stokely Brothers & Company........... 156,596 248,039 115,508 79,353 
20 Metropolitan Life Insurance Co.......... 1,052,258 1,048,036 1,023,943 1,023,112 53 Studebaker Corp., The.................. 556,826 788,715 554,396 307,465 
115 BRROs LMDOTRUOTIOS, TG... cc cccicccccceses 232,473 242,732 224,918 4,890 45 Swift & Company...................05. 605,301 604,474 709,535 717,017 
114 Minnesota Valley Canning Company...... 235,210 176,875 128,390 96,380 2B (i a see Sr RNOpRERgaETee 393,857 355,098 247,855 303,378 
93 Morris, Philip, & Co., Ltd., Inc........... 280,985 169,726 183,216 100,796 96 Tea Market Expansion Bureau........... 279,025 53,910 eee 
320 BEOPGON BRIS COMPO. oi. ccc ccc cscrasce 120,178 115,183 113,208 113,287 23 Texas Company, The..................:% 964,994 851,826 707,430 561,216 
76 Nash-Kelvinator Corporation ............ 347,928 1,004,327 1,088,945 1,137,353 Including: 
Including: Indian Refining Company............ 206,800 199,000 216,650 189,350 
Nash Division ................0eeee5 228,918 548,735 534,417 697,098 Texas Company, The................ 758,194 652,826 490,780 371,866 
Kelvinator Division ................. 98,710 398,272 = 457,928 343,380 | 208 Tide Water Associated Oil Co............ 127,288 153,625 120,156 101,450 
Leonard Division ......-..........+. 20,300 = 57,320 96,600 =» -96,875 | 185 Time, Incorporated .........s.-.sesse0e: 145,015 59,750 2,375 295 
55 National Biscuit Company tte e eee eeeee 525,917 618,239 964,460 431,189 141 Travelers’ Insurance Company, The...... 193,584 153,689 125,311 179,975 
146 National Board of Fire Underwriters, The. 183,660 i. Jn? ao 157 Twentieth Century Fox Film Corporation. 174,482 100,611 126,563 83,300 
7 Se oe eee aoe 412,446 835,527 899,754 == 506,089 | 9; Union Carbide & Carbon Corporation.... 284,136 286,769 334,523 305,796 
ncluding: vin . , ’ 
Kraft-Phenix Cheese Corporation.... 398,106 661,525 536,475 306,988 we & Carbon Chemical Corp — 
ee Mae Wor eeeees eres: — aw | National Carbon Company....... -... ~—283,100 285,240 300,852 304,387 
erfoo DE Citketrtsteeenesiekiees St50Re sdavee heats - : . y y y 
Union Carbide & Carbon Corp....... 1,036 1,029 971 1,409 
FT li on dh oe Oy 1,146 O72 | 244 United Air Lines..........sssseeeees cee. 110,600 94149 61,229 42,694 
2 National Distillers Products Corp......... 1,043,634 601,816 677,719 903,762 | 194 Uhited Artists Corporation “"* 43g'478 104987 «4486767568 
ey > Sohn & Sen. Inc 4.360 188 United Brewers Industrial Foundation... 143,199  ......  —seeeee sn wees 
National Distillers Products.......... 1,043,634 558,045 542,690 697,415 | ,79 United States mee Sag La empee ear lkene «Senden “ons 
Penn-Maryland Corporation .........  sesees  ceeves 466 136,605 : een oe ee . ’ . ° 
Shaw, Alex. D., & Co.............-.  seeeee 43,771 134,563 65,382 | 2/3 me + aa Steel Corporation.......... 125,228 657,274 +8414,547 = 96,967 
252 National Ice Advertising, Inc............ 105,525 141,685 = 8=3=6hle ane : 
136 National Lead Company ................ 196,160 292,270 284310 272,350 Cedied States inet Cees Te ada Rein onan oaaate ry + 
238 Nehi, Incorporated .........-...+esse055 111,900 10,395 20,000 Siz... ; a fe ser eS ' ‘ . ’ 
137 New York Life Insurance Company...... 194,022 186,279 240,215 192,010 101 Vick Chemical Company................- 263,399 366,468 132,464 182,349 
257 New York Central System............... 103,332 84,001 91,985 51,950 171 Vitamins, Plus, Ine..........-++++++++++: 155,540 | TTL eee 
256 Norge Corporation (Borg-Warner Corp.).. 103,500 548,250 215,375 186,750 26 Walker, Hiram, Incorporated............ 899,276 589,425 419,491 120,943 
55 Northwestern Mutual Life Insurance Co... 104,400 111,800 120,710 125,000 Including: _ 
200 Norwich Pharmacal Co.................. 132,406 241,037 211,313 233,996 be ag ea poveboncces oes pron oare 120,943 
: erham in ous teenede , a 8636 +o'en ae 
44 CO: TE SI 6k dieses vcieiessaceves 188,774 200,389 180,252 150,208 71 Wander Company, The.................- 379.004 383.496 499.888 274.165 
M9 Omablin, EAB. .ocscecenssssesessecrvvens 228,462 293,905 221,268 9 205,403 | 145 wane, BoP DD 4 eae 951:302 113861 283681 @2'118 
o, Packard Motor Car Co................... SSR1SS TGCS CTE SIS SOCBES | 99 Warren COEp. ..ccccccscesssccsssssssees 654,645 756,592 662,784 611,363 
eo Amartenn Collse Bureau............ rye + RS eA Se 62 Wasey Products Company............... 444,440 637,264 558,812 341,184 
NB Parke, Davis & Co.....+..++-..-+++ss00+: 135,238 = 153,633 115,333 139,987 | 189 Weco Products Company................ 142,950 202,377 85,248 ~—-145,500 
34 Park & Tilford SCOSSOHSHOOOH SET O CELE EOS 197,271 280,335 173,367 201,670 229 Wellington, SS) a 115,885 136,000 108,902 80,099 
», Parker Pen Company, The............... 276,055 393,564 = 364,291 255,769 | 512 Wesson Oil & Snowdrift Sales Co........ 125,315 152,900 191,450 166,275 
"2 Paramount Pictures, teh bane cadaee a 369,454 212,530 103,037 59,780 211 Western Cartridge ia dirt er 125,849 122,315 118,963 119,826 
i0 Pennsylvania Grade Crude Oil Ass’n.... 155,720 121,820 126,825 130,098 234 Western Clock Company ................ 113,150 129,650 163,285 93,600 
“3 Pennsylvania Railroad, The.............. es Snes myer 1,937 | 147 Western Electric Co. .................04- 183,478 15,247 37,213 ~~ 30,497 
6 Pennzoil Coa. RES A re 152,870 205,127 204,510 217,420 34 Westinghouse Electric & Mfg. ae 729,519 926,455 659,066 314,063 
) Pepsodent Company, The................ 289,532 458,209 = 360,093 623,077 | 186 White Laboratories, Inc...............-+. 144,205 179,019 147,086 141,740 
#2 Pequot Mills ............6-0e0eeeeeeeens 140,610 117,450 = 87,850 94,176 | 59) White Rock Mineral Springs Company... 130,751 136345 106.720 105,270 
 Lertect Circle Co..........+-++++-+++0+s: 104,800 153,810 97,500 = 119,385 | 199 Whitman, Stephen F., & Son, Inc......... 220,198 183,451 182,330 162,957 
“ Personal Products Corp...........---+.+: 283,640 220,746 = 242,570 = 160,812 | 177 wWitllard Storage Battery Company........ 150,988 176,905 198,241 119,075 
4 Philco Radio and Television Corp TeULETT LT 165,138 595,430 751,984 673,484 50 Wrigley, Wm., Jr., Company De aed oe 577,484 229,168 162,093 502,380 
21 Pillsbury Flour Mills Co................. 215,171 276,713 387,094 413,318 | oe a koe rid. 199,108 cenene eaeee 46 tenes 
% Pineapple Products Co-Op Ass'n, Ltd., The 301,510 255,625 297,816 109,800 | 135 Yardley & Co. Ltd...................+.. 279,364 391,830 321,695 255,046 
3 Pittsburgh Plate Glass Company......... 166,000 375,187 178,066 169,550 7nd. See a eeernesee SEOeORSE+AOCE ESS , , ’ ’ 
21 Pond’s Extract Co. (Lamont Corliss Co.). 1,047,891 1,070,952 1,155,867 1,129,992 106 Zonite Products Corporation............. 243,905 302,672 314,240 243,035 
” Premier-Pabst Sales Co.................. 182,535 242,457 217,864 153,864 ; 
? Procter & Gamble Co................... 1,920,311 2,312,593 2,440,167 2,211,039 Total of 262 Advertisers........... $100,912,451 115,542,768 103,057,762 87,212,156 
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ADVERTISING AGE January 23, 1939 
Leadi Radio Ad ti in 1938 
Companies Which Spent More Than $100,000 in 1938 on NBC, CBS, and MBS Networks with 
Comparisons for 1937, 1936, 1935 
An Exclusive Advertising Age Compilation Based on Records of Publishers Information Bureau, Inc. 
Rank 1938 1937 1936 1935 Rank 1938 1937 1936 1935 
7 American Home Products Co... ..$ 2,577,973 $ 2,547,814 $ 1,886,783 $ 1,561,042 | 31 Jergens, Andrew, Co., The........ 622,277 841,457 596,018 724,105 
Including: | Including: 
Affiliated Products 535,123 705,078 488,507 349,474 | Jergens, Andrew Co., The........ 206,373 169,339 248,903 209,334 
Anacin Co. EE Pee 799,056 841,097 497,819 202,876 Woodbury, John H., Inc........... 415,904 672,118 347,115 514,77] 
Bisodol Co., The....... 462,651 248,007 282,568 235,111 26 Johnson, S. C. & Son, Inc............. 675,190 455,744 333,935 278,635 
Boyle, A. S., Company.. 257,633 350,189 184,356 170,562 | 24 Kellogg Company .............. a 725,972 577,237 562,203 482 249 
Kolynos Company, The..... 396,050 317,279 350,834 368,643 | 21 Lady Esther Company............... 831,547 1,000,040 1,046,033 1,100,998 
Wyeth Chemical Company. 127,460 86,164 82,699 234,376 46 Lambert Company, The.............. 367,823 8 | ere 240,272 
6 American Tobacco Co... 2,653,575 2,244,021 1,508,704 640,148 68 Lehn & Fink Products Co............ 219,494 609,326 464,922 398 826 
37 Babbitt, B. T., Inc... 437,700 385,032 329,480 31,116 3 Lever Brothers Company............ 2,790,141 2,182,123 1,242,222 468 433 
er CR, BIN cn ce ccc ncesvceess 272,306 ceca.  Keewew | oeaees 39 Lewis Howe Company.......... 419,840 312,548 19,078 ere 
55 Borden Company, The............... 301,459 ~~ .......... nied 98,611 11 Liggett & Myers Tobacco Co........ 1,689,370 1,806,541 1,095,810 729,447 
wg oe ae 129,172 159,432 ee I, ok vececcnediiaas 744,853 103,490 sisisn 178,509 
71 Brewers Radio Show Assn. ee © seecis © Saweke i Sarees | 76 Macfadden Publications, Inc. .......... 175,647 351,825 309,586 293,477 
19 Bristol-Myers Company .............. 942,930 762,200 738,520 565,350 | 82 McKesson & Robbins, Inc............. 150,150 See or a 
25 Brown & Williamson Tobacco Corp.. 715,790 353,404 54,666 9,019 13. Miles Laboratories, Inc............... 1,387,906 1,457,470 1,289,764 858,671 
ao Campane Gales Cor... ....0.cceceecee 520,398 583,123 369,024 510,838 15 Morris, Philip, & Co., Ltd., Inc... 1,068,354 823,727 430,264 508,894 
8 Campbell Soup Company............. 2,279,425 1,166,128 1,294,854 926,515 49 Nash-Kelvinator Corp. .............. 345,334 534,673 89,790 16,184 
ae Caration Co. ........ 513,640 422,016 366,068 332,517 86 National Biscuit Company............ 130,520 236,430 121,345 288,133 
69 Chesebrough Mfg. Co. . 211,050 a =3hl(‘(SS hee 2 236©=© Sear 12 National Dairy Products Corp......... 1,466,957 1,275,202 888,404 736,592 
ee I MI niece bree dneaekewel's 1,003,612 911,051 35,887 6,573 Including: 
Ee 638,205 575,603 536,641 424,987 National Dairy Products...... 493,928 480,796 oe er 
48 Coca-Cola Company ................. 358,940 265,170 171,025 237,096 Kraft-Phenix Cheese Corp....... 973,029 794,406 780,204 736,592 
9 Colgate-Palmolive-Peet Co. 1,898,015 1,880,870 1,576,197 1,679,037 92 National Ice Adv. Company, Inc....... 114,456 248,686 217,330 ven 
27 Continental Baking Co., Inc. 650,260 620,209 re GS ING, TRMCOTMOTEUOE oc ccc ccc cesses re errr 
45 Cudahy Packing Co., The............ 372,488 254,963 65,348  ...... 50 Pacific Coast Borax Co............ 339,296 278,236 248,810 234,628 
34 Cummer Products Co................. 555,367 320,988 215,139 99,258 83 Packard Motor Car Co............. 146,220 757,820 372,099 194,871 
Ss ERVIC, BT. B., COMMON. . ccccccccss 154,020 195,690 60,630 321,290 51 Pepsodent Company, The........... 339,260 1,269,158 1,352,064 1,098,996 
62 du Pont, E. I., de Nemours & Co. 250,455 367,205 314,759 70,314 32 Pet Milk Sales Corporation........... 594,013 537,094 301,035 176,193 
95 Emerson Drug Company....... 105,487 44,408 16,992 196,492 87 Philco Radio and Television Corp..... 129,360 790,805 745,020 556,989 
90 Falstaff Brewing Corporation... 125,232 30,228 eats Se 33 Pillsbury Flour Mills Co............. 563,400 504,521 492,615 472,864 
29 Firestone Tire & Rubber Co. 635,206 537,634 511,506 496,557 58 Pinkham, Lydia E., Medicine Co....... 275,844 a =3F—i(‘<‘i Ar! —=—6l te 
47 Fitch, F. W., Co., The.. 364,563 257,462 275,416 231,656 52 Ponds Extract Co. (Lamont, Corliss Co.) 305,536 290,664 5. ee 
16 Ford Motor Company 1,052,895 1,768,285 2,082,664 1,928,860 a. .llU, a? re re rr 123,580 133,674 136,568 163,980 
93 General Baking Co....... 111,417 151,856 175,370 118,257 1 Procter & Gamble Co....... ... 6,173,783 4,496,067-.- 3,303,673 2,105,237 
42 General Electric Company. . ean 391,871 372,635 67,904 71,544 20 Quaker Oats Company, The.......... 885,268 222,426 +e 
2 General Foods Corporation............ 5,239,606 2,764,944 1,501,945 1,948,509 22 Radio Corporation of America. 827,640 1,153,585 586,791 411,297 
Including: 44 Ralston Purina Company............ 383.906 367,484 284,608 123,990 
Calumet Baking Powder. 111,986 aes 80s wee 18 Reynolds, R. J., Tobacco Co.......... 1,000,184 790,315 954,149 772,236 
oR se nes weitere  <iwara 63,636 (we! Ee Ee Pere TT eT eEEnrer 203,476 214,124 175,408 170,272 
Diamond Crystal Salt.. 68,836 59,121 ee 2=—i=ié“Ge wm 65 Sherwin-Williams Co., The........... 231,409 321,295 279,201 149,188 
POOGS (COMBINATION) .......60505 eboces svacces 97,716 S& StenGaras FONE, TNC... osccvcccas 2,670,467 2,508,139 2,273,783 1,938,622 
Grape-Nuts . ere 484,796 376,540 44,106 Including: 
Huskies ; eer 734,843 ee ee es ee Chase & Sanborn Coffee..... 965,434 788,440 752,040 659,505 
ae oe crs a y pa 6 uieie e's ak ack 651,441 522,574 468,120 373,091 C. & S. Tender Leaf Tea......... 544,363 503,930 386,812 105,160 
Log Cabin Syrup... 108,512 148,620 66,360 134,256 ©. a meee Goes TAs. kcal ewe 0 Re 68,235 
LaFrance & Satina.... a =3=6hli(‘( #+'?ee06CUkORSS)6=©6 lS Fleischmann’s Yeast for Bread. . 219,829 295,350 353,223 262,894 
Maxwell House Coffee. 836,814 780,557 717,295 668,202 Fleischmann’s Yeast for Health 168,093 157,518 427,053 522.984 
Minute Tapioca ....... 161,090 170,142 42,966 er Pee Royal Desserts & Aspic...... 772,748 762,901 102,560 26,339 
Post’s Bran Flakes. a eee eee Royal Gelatine ........... hadeos Wwatewe aeons 230,103 258,820 
Post Toasties 135,135 501,646 Royal Ice Cream Powder.......-. 9 ...65. sswuvee ss wovue 3,171 
Postum . 450,159 sated Sebdebe  wislewune Food & Food Beverages.......... ....5. ewes 21,992 31,514 
Sanka Coffee ...... ee 261,091 148,208 127,560 65,856 4 Sterling Products, Inc..-+............. 2,768,706 2,331,014 1,804,945 1,422,651 
Swansdown & Calumet. 679,385 ae 8=§6.:«SCnds Wane 060 SS Including: 
10 General Mills, Inc... 1,895,412 1,541,697 1,346,876 823,524 ge ee 696,807 604,307 465,352 498,287 
84 General Motors Corp... 143,773 18,291 1,223,108 897,563 Ce SEED: 9-6.04-085.60 60 COA cab 0 OK 85,500 10,573 34,971 = ae le 
Including: CI FA GMB ec ccisccccecs | cvnces Saeco ceeocs 96,000 
Buick Motor Division... 13,158 46,825 22,866 18,016 eo  6R S eeeeee rr ee 554s _Bedeee #§ Deere 175,898 
Cadillac Motor Division. . 14,952 2 Pres Phillips, Chas. H., Chemical Co... 1,171,135 922,446 489,396 409,770 
Chevrolet Motor Division. . 375,425 228,759 344,691 Watkins, R. L., Company, The.....  ~—....... 793,688 576,444 221,507 
Delco Appliance Division. sane: wees’ -edaaeit 12,546 Sterling Drug Products........... 815,264 ...... 238,782 21,189 
Fisher Body Division. . 51,135 2,928 3,435 43. Stewart-Warner-Alemite Corp. 384,195 389,762 336,735 306,731 
Frigidaire Division .. etiteees ee0005 amu 116,060 130,481 a eet i ee rere 631,667 567,409 523,882 485,205 
Oldsmobile Division ..... aa ak 142,451 95.907 ...... 40 Texas Company, THO. ...cscscccccecs 405,265 558,045 312,344 486,304 
Pontiac Motor Division........... 130,615 741,477 98,700 108,660 a: a Seer ebb eeveseoeoes 220,023 226,563 70,660 186,088 
General Motors Corp............. ow saee, 446,026 625,500 279,734 Se We ee Giaecvccedarsienneae ss a ee eee 
79 Goodyear Tire & Rubber Co., Inc., The 165,139 =... ... 135,748 silat. at 38 United States Tobacco Co............. 435,120 388,905 374,670 273,273 
73 Gordon Baking Co......... rer ery Te 182,574 137,327 184,356 45,050 56 Vick Chemical Company............... 296,463 323,320 231,168 333,854 
72 Gospel Broadcasting Assn. 182,842 2, 53 Wander Company, The.............. 304,952 355,241 531,249 389,163 
77 Griffin Mfg. Co., Inc...... 174,049 155,232 i wesecr $0 Warner, William R., & Co., Inc......... 156,114 136,134 178,580 331,57 
96 Group of American Banks. 103,365 277,784 43,501 ...sa. 61 Wasey Products Company.......... 256,013 325,662 907,139 709,458 
74 Grove Laboratories 182,140 180,987 63,129 56,886 89 Washington G., Coffee Refining Co..... 129,001 112,096 27,015 64,626 
41 Gulf Oil Corp..... 399,960 352,710 359,974 358,049 60 Welch Grape Juice Co., The.......... 267,080 191,788 165,946 121,924 
G6 Heinz, H. d., Co...... 255,960 730,633 306,006 148,388 64 Williams, J. B., Co., The........ of a a ee 
57 Household Finance Corp... 276,090 244,348 300,328 197,006 14. Wrigley, Wm., Jr., Company. 1,241,705 1,241,054 1,017,456 795,718 
85 Hudson Motor Car Company..... 139,735 147,690 ...... 166,460 94 Zenith Radio Corporation... 108,515 152,192 er re 
78 International Cellucotton Products Co 166,665 108.360 353,603 386.866 —— ee ee 
75 TIronized Yeast Company, The. 179,724 57,922 Total of 96 Advertisers. . $67,586,236 $60,574,942 $46,095,538 $37,422,654 


Creates New Post 

Associated Farm Papers has cre- 
Hesse Studios,| ated a new post of national adver- 
New York, has been appointed to} tising manager and has appointed 
the same post at Courtney Hafela| Fred O. Toof, formerly Western 
Studios, New York, advertising pho-| manager, to fill the post. His head- 
tography } quarters will remain in Chicago 


Hartman Joins Hafela 


Joe Hartman, formerly head tech- 
nician with Paul A 


— if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they are 
making sales letters pull—how they are cutting down selling costs 


DARTNELL CAN HELP YOU-—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 


‘38 Best Year for 
Pine Bros. Tablets 


Dollar 
Glycerine 
ending Dec 


Donald W. 


Thornburgh, CBS 


sales of Pine 


tablets for six months! ar aaa ee , Sagpare tite: PR 
31, 1938, were the larg-| ‘Hh tentative date for the regional 


est in the 69-vear history of the convention of the National Associa- 
com “oe aceordin + to Ray G. Cor- tion of Broadcasters in Hollywood. | 
lnelius, president of Pine Bros,| Neville Miller, NAB president, will | 
Philadelphia “*l attend the meeting. 

The advertising appropriation for = 
1939 has been increased to keep Henderson Advanced 
pace with the increased volume of] Duncan H. Henderson has been 
— _ wee we re - Al. | appointed general sales manager of 
CO 1 Ss wnaiec y wichee c £Al~ 


Durham Duplex Razor Company, 
Mystic, Conn. He has been with the 
- | company for the past 14 years 


Test for Forhan’s 


Zonite Products Corporation has 
started a test campaign in New 
England for Forhan’s tooth paste|the Indianapolis Star, has joined 
and a new gum massager. Radio,| Indiana Pharmaceutical Association 
car cards and store displays are|as director of publicity and promo- 
being used | tion 


bright, Philadelphia 


New Post for Kent 
Stanley R. Kent, formerly with 


Plans NAB Regional Meet Biddick Appointed 


Walter Biddick Company has been 


Lubbock, and KRGV, Weslaco, Tex 


Beathers| vice-president in charge of Pacific] appointed Pacific Coast representa- 
*| Coast operations, has set Jan. 27 as|tive for KGNC, Amarillo: KFYO. 


—, 


“Hello, Cliff Samuelson” (Gin. Mills, Minneapo.is) 


New Merxico is a big stat 
populatior is 423 000 PEOR!- 
AREA is a rich, compact 
area all withir 60 : 
Peoria. yet IT has 605,64 pe 
high farm income bs 
dustrial payroll You Ym 
PEORIAREA thoroughly *! 
just ONE station—WMBD 
Free & Peters, oe i 
ne. , Ml 
Nat'l Reps. wat" 
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63,980 
05,237 


49,188 
38,622 


59,505 
05,160 
68,235 
62,894 
22,984 
26,339 
58,820 

3,171 
31,514 
22,651 


98,287 
96,000 
75,898 
09,770 


21,507 
21,189 


173,273 
133,854 
189,163 
$31,578 
109,458 
64,626 
[21,924 


95,718 
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6-M Heads 1938 
Magazine List; 
P & G Radio Leader 


(Continued from Page 1) 
the number one spot. The radio | 
tabulation appears on Page 24. 

While the magazine list saw some 
positions changed, there was but one | 
new entrant in the top ten. This | 
was Campbell Soup Company which | 
moved from 11th up to sixth place. 
Colgate-Palmolive-Peet Company | 
which occupied ninth place in 1937. | 
slipped to 13th during 1938. 

General Motors’ magazine budget | 


| 
| 
| 
| 
| 
| 
} 


| 


suffered some reductions during} 
1938, as did its radio advertising. | 
The magazine total for all divi- | 


was $4,121,649 


sions 


magazine expenditures. R. J. Rey- 
nolds Tobacco Company, although 
spending somewhat less than in 
1937, moved from third up to sec- 
ond place. Liggett & Myers Tobacco 
Company spent more than it did in 
i937 and went from sixth up to 
third place. American Tobacco 
Company also increased its maga- 
zine advertising sufficiently to lift 
it from tenth to fourth place. 
Bristol-Myers Company dropped 
from fourth to fifth place, while 
Procter & Gamble Company, reduc- 
ing its budget, dropped from fifth 
to seventh place. The Lambert 


Company retained eighth place, its) 


1937 ranking. 
An approximate reduction of 50 


per cent in magazine advertising of | 


Chrysler Corporation dropped it 
from second to ninth place, with 
General Electric Company drawing 
the number ten spot instead of 
seventh place as in 1937. 
f The top 10 among the $100,000 | 


plus spenders in radio during 1938 
included the same advertisers as in 
1937, with two exceptions. There 
were several shifts, however, in the 
rankings of these leaders. 

Procter & Gamble Company. 


whose serial shows occupy a good 
share of the ether during daytime | 
hours, increased its 1937 billings by 
more than $1,000,000 and again led 
P&G spent $6,170,862 
networks 


ill the 
ith 


rest. 


the three during 


The value of usual uses for labels is 
recognized. The unsual uses of labels to 
stimulate business are not so well known 
but none the less effective and successful. 

, An outstanding label used in a differ- ‘ 
ent way will not only get attention but will 
put your message across and get de- 


finite results. 


~ @ 


* rn 
FREE Write today 


ay SH 


’ for these 109 valuable ideas and 


see for yourself how they apply 
(Whe to your own business. 


TABLET & TICKET CO. 
1015 West Adams Street - Chicago, Illinois 
New York Chicago San Francisco 


1S, 


as compared | 
with $6,993,325 for 1937. 

Leaders in the cigarette field | 
climbed to still higher rankings in | 


| 
| 


HAPPY LANDING ~— Hildick Doubles 


Newspaper Space, 
Adds Magazines 


New York, Jan. 18.— Geared to 
match a_substantial upswing in 
sales, a new campaign for Hildick 
| |applejack brandy was started this 
week by Distilled Liquors Corpora- 
ition, with 
| |bling the amount of newspaper space 
used last year. In addition, national 
inagazines will be added for the first 
time on a regular basis. 
The newspaper list concen- 
trated largely in the Fast, but cov- 
ers 16 states. Insertions will appear 


is 
b! 1 deni fred you 


twice a month in 43 papers. Three 
* | magazines will be used, starting in 

February. The campaign is pro- 

{| ;jected to carry through to the end 
it—_tismsee |Of the year. . 


a schedule nearly dou- | 


“4-H Horizons” Bows 

A new national magazine, 4-H 
Horizons, made its appearance with 
the January 1939 issue. Headquar-/|campaign by Rockwood & Co., 
ters are in Wellesley, Mass. The! Brooklyn, for Pecan Feast, 5-cent 
magazine is edited especially for| milk chocolate nut bar. Newspaper 
members of 4-H Clubs, national | copy will appear weekly, featuring 
‘youth organization. Howard H./cartoons and jingles. Both radio 
| Boyd is advertising manager. /and newspaper advertising are con- 


Radio Drive for Candy 
Early morning radio tied up with 
news the backbone of the 1939 


1s 


— fined largely to the Eastern sea- 
Youngman to Chicago board. Federal Advertising Agency, 


New York, is handling the account. 


New WBBM Antenna 


Station WBBM, Chicago, will 
shortly place in operation a new 490 
| foot vertical radiator as part of a 
inew antenna system expected to 
| virtually eliminate the “fading belt” 
| W. J. Fitzpatrick has joined De-| usually circling broadcasting sta- 

lisser-Boyd, Inc., newspaper repre-| tions at a 90 to 100 mile radius. 
sentative, as Chicago manager. He | —— 


succeeds C. A. Ritchie, who recently | : 
| joined Frost-Landis Company. John Henry Joins Father 
= | John Henry, sales manager of the 


Paul Youngman, manager of the| 
Detroit studio of Underwood &| 
| Underwood, has been appointed | 
| Western sales manager, with head- | 
quarters in Chicago. 


Joins Delisser-Boyd 


i bulk products division, Walter 
— , > > , »¢ . | 2 2 | , 
ben a oy Rapa yet * Now Norm Advertising 'Baker & Co., New York, has re- 
‘0 ation o »tes é on 7 ‘one ffective J: ‘ 0 joi 
Jie, you a 3 = al | = oe : , as Sis = : | Thomas Gailord & Reynolds, New signed effective Jan. 31, to join 
/ cra = - year. M. H. Hackett, | york advertising agency, has|Dewitt P. Henry Company, Phila- 
can always trust a Hartmann ! Inc., handles the account. |changed its name to Norm Adver- delphia, of which his father, D. P. 
We've b ae inkl > eee tising. Offices remain at 79 Madi-|Henry, is president. 
eve cen thinkin wrinkles | . ° m ave > 
g Wihnyk Appointed ,son avenue. a ; 
out of fine lugyage for OO years Beaumet. division of Sterling} @ lly M B&B Gets Cosmetics 
a PVs. Bronze Company, Long Island City, | onnelly oves Hudnut Sales Company, New 
WP och a manufacturer of aluminum, art and| The Connelly Organization, Phil-|York, has appointed Benton & 
, | utility ware, has appointed Maxwell! adelphia mail advertising service,| Bowles, New York, to direct adver- 
ee |} J. Wihnyk Advertising, New York,! has moved to its own building at|tising for its DuBarry, Marvelous 
tua on | to direct its account. 11710 Sansom street. ‘and Hudnut cosmetics. 
cH ROM, « 
4 $wWYw Y, yyy 83 > 3 %; ~ 
WJ§iflthtrr 33 3 
i ee] 
“ 3 /HARTMANN 


2 

“eh 
Drawings in a light vein, depicting the 
joy of arriving at a winter haven with 
garments as fresh as at the takeoff, have 
caused magazine readers to go for the 
travel equipment of Hartmann Trunk 
Company in increasing numbers. Sher- 
man K. Ellis & Co., Chicago, the 

agency. 


€_ Leggayge. 


is 


1938. Following close upon its heels, 
again as in 1937, was General Foods | 
Corporation, with its radio expen- 
diture nearly doubled in 1938 to) 
reach a total of $5,239,606. The big- 
gest share of this increase went to 
Huskies, a product now backed by a 
larger budget than that for Jell-O 
Maxwell House is still the numbe: 
jone product in General Foods radio 
advertising, however. 


Lever Brothers Company moved 
from sixth to third place. Sterling 
Products, Inc., went from fifth to 
fourth. 

Standard Brands _ increased its 
radio budget in 1938, but none the 
less fell from third to fifth place 
among the leaders. A breakdown 
of this company’s expenditures 
shows that Charlie McCarthy & 


Co. put in a bill of $965,434 for its 


Sunday night Chase & Sanborn 
show. 
American Tobacco also lifted its 


budget, but dropped from fourth to 
sixth place during 1938, while 
American Home Products Company 
|moved from eighth up to seventh. 


G-M Radio Declines 


One of the biggest shifts in the 
entire list was made by General] 


Viotors Corporation which fell from 
ninth to 84th place, indicative of the 
unfavorable year experienced in the 
automotive field. The G-M budget 
for 1938 totaled $143,773 com- 
pared with $1,818,291 in 1937, all 
divisions being off the air save 
Buick and Pontiac. 

Campbell Soup Company entered 
the ranks of the elect during the 
vear, moving up from 17th to eighth 
place. Colgate-Palmolive-Peet Com- 
pany spent more than it did in 1937 
but found itself in ninth place in- 
stead of seventh at the close of the 
year. 

General Mills likewise entered the 
top ten, moving up two notches 
from 12th place in 1937. Liggett & 
Myers Tobacco thus found itself in 
llth place instead of 10th as in 1937 

Chrysler Motor Corporation was 
the only entrant from the automo- 
tive ranks to gain a higher place in 
1938 than in 1937, moving from 20th 
}to 17th. Packard dropped from 26th 
to 83rd while Ford was in 16th place 
instead of 11th. 
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IVISION 


DOUBLE CAPACITY + 2 FLOORS + 50,000 SQ. FT.! 


GooD! 


REILLY ELECTROTYPE CO. 


MURRAY HILL 6-6350 


a. Pd 


TYPOGRAPHIC SERVICE CO. 


MURRAY HILL 6-6670 


INDEPENDENT TYPESETTING CO. 


MURRAY HILL 6-6670 


PHOTO LETTERING 


MURRAY HILL 6-6616 


So ELECTROGRAPHIC CORP. 
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Poultry and Poultry and 
Livestock Livestock 
r—Commercial Display—, -—Display—, -—Commercial Display—, -—Display— 
——1939——, ——1938-——_. 1939 1938 -—1939——, ——1938——_, 1939 1938 
Monthilies Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
7 2 t > e 
aoe See a52: 68 2.966 Dakota Farmer ....... 9.0 6,986 11.4 8,793 
American Fruit Grower 10.9 4.908 142 6368 |... ...°| The. Farmer (General ‘oe 
Aiatiane Pontes Jou . ia - sated eee eee BOOUIOOD 6 ckcccnacene 14.6 11,381 15.1 11,873 60 121 
a eo Indiana Farmer's Guide 8.0 6,267 1.9 6,263 328 110 
est ; ce 2 - ‘ -- | Idaho Farmer ........ - 10.1 7,670 14.8 11,174 Ve o08 
Eastern Edition..... 5.6 ) ° ‘a ii - - 9 9° « 
sguagens Sane... ‘ 9 HE 3 599 wes "6 | Kansas Farmer .....-: 4.8 8677 7.7 6,832 1,122 +94 
Breeder's Gazette..... 11.1 4,994 10.8 4,874 1,315 2,533 | Michigan Parmer .. 10.1 7,771 12.2 9,366 = 1,378 694 
California Citrogr agh. . 15.6 10,441 25.7 17.272 se ".., | Missouri Ruralist.... 3.4 2,591 5.4 = 4.09% se3 
Capper’s Farmer....... 17.2 11,697 21.6 14,615 952 704] Nebraska Farmer ..... 2 men ee te UCC 
Country Gentleman.... 24.7 16,773 28.9 19.683 2,210 1,621 tAverage 4 Editions. 16.8 11,517 20.2 14,715 1,970 607 
Country Home ........ 10.1 6,891 12.1 8,237 1,050 754] New England Home- - 5 eesr 2.188 1,998 SSS : 
Farm Journal ........ 24.7 10,593 34.6 14,843 1,295 1,273 BEA weeeeeeeesseees 11.3 67,849 11.5 eee "ag The rates for this department are as follows: 
— GOWOr secces 8.5 5,788 8.2 6,683 eter epee : pe ~~ ~~ see teeeee ear wens By nate 688 653 “Help Wanted,” “Positions Wanted,” “Representatives Wanted, ” and 
loosier F acess 14.8 5,675 y erin Mepe regon Farmer .....-. - il. +727 . ° ree “ , ” : 
eeiaahe Granger... 43 4600 St S517 (2. {°° [pemnagtvemin Warmer... 96.9 21,660 16.1 16,681 167) 1,116] “Mepeenentetives Avatania” OF Conte S Mas, Emam charge oh Term 
yp noe MO ; . ee 6.9 12.311 14.8 10,871 387 84 All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 
ee tree: FS GO 88 6888 ld and Me ~~ phebeptceteh ce i231] 129 9.486 387 | $4.75 per inch. Write for descriptive folder describing discounts for term 
BUOGUCO .ccccccsese 4.3 3,098 7.3 6,304 200 63 rer nel Yorker..... 13.7 10,749 11.9 9,375 3,896 2,439 insertions. 
Nation’s Agriculture... 6.7 3,018 7.4 3,346 nes re vee uemear & 247 — 
*New Jersey Farm & ‘ towe mecnmanad eooe 17.2 13,604 20.9 16,441 289 1,247 POSITIONS WANTED HELP WANTED 
i” Brrr rere 24.9 11,238 23.6 10,600 2,981 3,026 | Washington Farmer ... 11.4 8,642 17.7 13,394 . eee ING va) 7 XECU- | Positi ith 1 rtunity for 
P : . , , 77 773 22 47|] ADVERTISING ACCOUNT E osition w unusual opportunity for 
—* arm Bureau _ com 6h 4s Wisconsin Agriculturist 14.3 14,897 13.6 9,77 : 8 ___*' | TIVE—Grocery Field. Thoroughly advancement is open to young unmar- 
Poultry Tribune: ; , ; "| Total Group ...... ++ eee 187,306 204,715 17,814 10,979] rounded in merchandising and sales. a wenes wae has severvinns or 
Eastern Edition 20.0 8,594 21.5 9,232 10,024 9,178 Formerly president and sales manager | sales promotional experience; must be 
sdition..... <0. o8 : ,02 e Weeklies (December) competent secretary-steno., 


Progressive Farmer- 
Southern Ruralist: 


Four issues unless otherwise noted. + 
Capper’s Weekly..... 2.4 


6,475 1.7 3,744 203 64 


Carolina-Va, Edition. 14.1 10,295 21.3 16,606 637 603 -: 
Georgia-Ala. Edition. 13.9 10.151 21.7 15.774 633 643 | Dairyman’s League 2.6 2,610 6.3 3,894 
Kentucks-Tenn. Ed.. 12.4 9,756 19.2 13,959 523 724 Me. ng EER, —_ = 
Mississippi Edition.. 12.8 9,336 18.7 9 & ‘ 5 288 7 
Seana @iition ...... 363 10088 iki teete HH 4-44 Northern Edition.... 25.1 18,960 25.0 18,895 9,288 i 
tAll Editions ....... 11.5 8.344 16.9 11,544 210 3¢9| Southern Edition.... 20.6 15,500 22.0 4¥ oH wane 798 
tAver. of 5 Editions 14.1 10,234 20.0 14.657 564 748] tAll Editions .... ae ee 
Southern Agriculturist. 13.6 9.548 16.1 10,571 296 442 ee Farm 
Southern Planter ..... 16.8 11,744 19.4 13,602 977 443 ows: sie ; 
Successful Farming.... 21.7 9,746 31.1 14,000 1,045 778] Friday Edition....... 2.7 6,465 1.9 4,568 
Wyoming Stockman- Tuesday Edition... 1.6 3,701 0.7 1,770 
DD ¢6¢h dca eecad : 2,045 *Washington Grange 
oer 28 0b 80 0.000 200 _ 200] renee Sad Ait 101 108T9 
Total Group ........ ee. 217,545 267,667 36,699 34,906 | Weekly Kansas City 
Semi-Monthlies Star: 9 : 

(December) —————— 1928 1937 Missouri Edition..... 2.9 7,311 3.9 9,758 331 - ams 
Arizona Producer...... 11.9 9,372 14.0 11,011 1... cose 70.972 11,180 2,159 
*California Grange News 6.5 10,385 4.2 6.631 dante een Total Group .....-.- acai eT oe : 
Farm & Ranch........ 11.0 8,380 17.7 13,357 339 392 Dailies (December) 

Farmer-Stockman ..... 11.5 8,668 14.7 11,147 119 158 | *Chicago Daily Drovers : : . 2 7 - 
Hoard’s Dairyman..... 14.6 10,611 16.8 11,608 1,489 1,983] Journal ........+++-- 11.7 24,920 13.6 28,882 2,89 2,120 
Missouri Farmer ...... 15.9 12,492 18.7 14,664 178 273) *Kansas City Daily " ™ 
Montana Farmer ...... 10.8 8,134 13.0 9,847 196 378 | Drovers Telegram.... 13.0 27,741 14.6 31,087 3,391 6,933 
*Oregon Grange Bulle- *Omaha Daily Journal- . on 7 
ME Wesiddasdeceren sea 3.0 14,126 14.3 15,654 ane ee Stockman ........+++ 123.6 28,860 14.2 30,125 7,206 5,07 
eee 2.8 2,093 6.8 6,107 766 3.2591 *St. Louls Daily Live ss 9 as 
Western Farm Life.... 6.1 4,749 7.7 6,004 108 259 Stock Reporter ...... 9.9 21,212 12.4 26,412 1,904 3,086 
Total Group ........ 89,000 104,830 3,185 6,702] Total Group ........ 102,733 116,506 16,398 17,218 


Bi- Weeklies (December) 
Two issues unless otherwise noted 
American Agriculturist 13.5 9,855 14.5 
California Cultivator... 20.1 5,180 18.7 


January Loss of 
19.4% Shown by 
Farm Monthlies 


New York, Jan. 18.—January is- 
sues of monthly farm papers carried 
212,996 lines of commercial display, 
Publishers Information Bureau re- 
ported today. This is a decline of 
19.4 per cent from the 264,250 lines 


10,554 802 962 
14,158 : i 


reported a year ago by this group. 
Other farm paper groups, report- 
ing December linage, were also un- 
able to show gains, with the excep- 
tion of the weeklies. The latter re- 
ported 71,786 lines, an increase of 
1.1 per cent over the December, 
1937, total of 70,972. 
Semi-monthlies carried 89,000 
lines, a decline of 15.1 per cent from 
104,830 in 1937. Bi-weeklies re- 


ported 187,306 lines, a loss of 8.5 


== 


TIME HAVE 


PHILADELPHIA 


GOOD DETECTIVE SOME- 


HARD TIME 


FINDING RIGHT CLUE TO 

SOLVE CASE. MUCH EASIER 

TO FIND BEST NEWSPAPER 
FOR ADVERTISING. . 


NEWSPAPER 


WITH MOST ADVERTISING 
IS INQUIRER BECAUSE OF 
REFRESHING REsutTs / 


You don't have to be detective ... 


to know that INQUIRER is 
Greatest SELLING Medium 


delphia’s 


CIRCULATION: Daity, 


Phila- 


341,994. Sunday, 1,035,893 


*Figures provided by publisher. 
tNot included in total. 
tDecember, not included in the total 


per cent from 204,715 in the previ- 
ous year. 

Dailies carried 102,733 lines, a 
decline of 11.8 per cent from the 
1937 total of 116,506. Figures and 
page totals for the individual farm 
papers are shown in the accompany- 
ing table. 

Added to the table this month are 
the four papers of the Grange Farm 
Group. These are the Oregon 
Grange Bulletin and California 
Grange News, semi-monthlies; the 
Idaho Granger, a monthly, and the 
Washington Grange News, a weekly. 


Coming 
Conventions 


March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 


April 23-27. Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf - Astoria, New 
York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 


May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
ie 

May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
ie - 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 


of grocery corporation and also na- 
tional advertising manager of one of 
New York's finest morning news- 
es, Can handle client-agency re- 
lationship. College graduate. 38 years 
of age 

Box 1627, ADVERTISING AGE, N. Y. 


Printing Production Executive with 
thorough knowledge of costs, methods 
and materials wants position as Man- 
ager of mda re plant or Buyer of 
printing for large user of forms and 


adv. 
Box 1629, ADVERTISING AGE, Chgo. 


Sec’y-Stenographer-Dictaphone. 8 yrs. 
exp. incl. ADVERTISING and Sales. 
$18. Gra. 4407, Chicago. 


COPY WRITER—with 14 years exper- 
rience in newspaper and advertising 
work, wants agency connection. Can 
produce effective ideas and copy. An 
interview — determine if he is the 
man you 

Box 1619, ADVERTISING AGE, Chgo. 


ADVERTISING—SALES 
PUBLIC RELATIONS 

Young (33), healthy, married man, 
presently employed in public relations 
work for public utility seeks bigger 
opportunity. Ten years experience as 
advertising manager—asst. sales man- 
ager. Good appearance and platform 
ability. 

Box 1632, ADVERTISING AGE, Chgo. 


HELP WANTED 
Advertising Man 
Small but well established middle west 
agency (not in Chicago) has opening 
for a young man with all around 
agency experience. Must be an ener- 
getic worker, a top copywriter with 
modern layout ideas and be able to 
see his work through every stage of 
production. Experience in mail order 
promotion will be in his favor. Such 
a man will find this a happy, profit- 
able salaried connection. A big 
order, can you fill it? Enclose photo 
of yourself with your letter. 
Box 1633, ADVERTISING AGE, 


Chgo. 


of good 
appearance and be able to handle 
bookkeeping and own correspondence, 
Business is of exceptionally interest- 
ing nature; attractive loop office 
Write, giving full details as to age, 
education (mention years of college 
and major ~ ‘aemncae experience, and 
salary desire 

Box 1628, ADVERTISING AGE, Chgo 


REPRESENTATIVES AVAILABLE 
Will travel N. Y¥., New Engl. 
Advertising salesman experienced gen- 
eral and trade publications; direct mai! 

D>. A. exp. against commission. 

Box 1630, ADVERTISING AGE, N. Y. 
AGENCIES, ADVERTISERS REQUIR- 
ING intelligent international publicity 
representation and distribution write 
or wire, ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 


MISCELLANEOUS 


MAKE EVERY DIRECT-MAIL 
dollar count for two, by using new- 
est Photo-Offset process; reproduces 
anything that can be printed! 

NO TYPESETTING and ENGRAVING 
EXPENSE!! 

Ideal process for reproducing all types 

of direct-mail literature, instruction 

sheets, house organs, salesmen’s man- 

uals, portfolios, charts, etc. 

Short runs without penalty. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22c 
I}ven lower prices for quantity buyers. 

All sizes supplied. Send for free 

informative Manual. 
Laurel Process, 480 Canal St., N. ¥. C. 
For a trained representative in New 
Tork and the Metropolitan Area, just 
phone WAlker 5-0526. No obligation 


Well rated, Midwestern Advertising 
Organization, with established sales 
force, at present selling advertising 
plans to merchants nationally, is seek- 
ing new lines or ideas to present to 
trade. Satisfactory remunerative ar- 
rangements will be made, if ycur plan 
is accepted. Write giving full details 
in letter. Will arrange for interview. 


Box 1631, ADVERTISING AGE, Chgo 


sociation, New York 


“—they grip the bedrock uth metallic claws 


And lift pale spears 


against the azure myth 
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—_ — RES SS 
JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES Ad Manager an ee 
g ment in the Jan. 16 ADVERTISING 
] 
- @ e AGE. 
—1939 +, 195 8s ———1939-———._———_1938——_, R ] T . ] | ; 
s<TANDARD Pages Lines Pages Lines Pages Lines Pages Lines eved Ss rid Ss | The rumor started, according to 
2 e » eS Teer 23.6 10,143 26.8 11,501 « « Mr. Hughes, as the result of a local 
merican Mercury ....... 12.3 2,408 12.9 2,520) 7 10,24 : 11,501 d T b ] Mr. ghes, 4 
MMantic Monthly ........ 22.7 5,392 26.2 6.240 | Vogue | Littsssrssesee 90.6 57,252 115.9 73,2321 Qn ridulations ‘radio show which ended Christmas 
~srrent History ......... 15.4 3,455 10.9 2.431 | Woman's Home Companion 22.8 15,506 28.3 19,254 | day The program was handled by 
semen & COMteey........ 8.1 3,454 10.3 4,428 | Woman's World .......... 8.9 6113 8.1 5,490! New York, Jan. 19.—‘“Agents, stay | -"~" — : 
warpers Magazine ........ 25.2 5,986 26.6 6.321 — ‘way from my door” is the plaint of | 2" agency other than Gotham be- 
si —=$ s — _ —— —_— Total Group ........+ +... 236,582 291,842 ol Sedan aie asiitetee manager, | ©2US€ they devised the idea for the 
- e 5 r IN’S G > Sy 2s, adv anager, . 
Total Group .......+. +++. 20,695 RIO) See allag a gs show. As soon as the news spread 
mete Fawcett Women's Group: Morris Plan Industrial Bank of New 
GENERAL Hollywood 10.7 $507 17.6 7.406 ? : that the program had ended, the 
eace Fiction Group....... 14.3 3,205 16.3 3,658 ‘ pare St ereess r+ o. {°° | York, who is serious enough about}. a 
=) tpl 25% 10858 37.9 16.273 Motion Picture 11.3 4,725 17.3 7,258 | .. hepa: . influx of agents began. 
american seeseereses e833 25.3 yop 44 py tb Movie Story . 12.4 5.214 19.2 < o74 | discouraging new business getters to 
— | nsparene meee” fit 68 °'870 -y ap tomantic Story ........ 7.6 3,182 14.1 5,904 | pay for space to state his plea. - : 
and american Home (Nat'nal) 17.8 11,258 17.3 10,959| Screen Book eee HY: ytd 17.4 7 = For the past month, Mr. Hughes| Jniversal Atlas 
erms ymerican Home (Sp. Ed).. 1.3 829 3.1 1,935 Prue Confessions ...... 9.8 “ase 6S "°°" lhas been besieged by every conceiv- Shifts B 
american Legion ......... 7.6 3,246 10.8 1.649 | Macfadden Women’s Group: rere fr local erns 
3 in eS  & Gaeatinaa a5 «sher Ge 474| Love & Romance ...... 12.4 5,811 12.8 5,512 |able type of solicitation from loca 
a ( ts & Bees. 2.5 06% oy , i - rs : , . > y - 
term + allaadiecine. cep tae 40 1726 39 'e70| Movie Mirror .......... 14.4 6,192 16.6 7.122 |agencies—and all because a false| Universal Atlas ey Com 
getter Homes & Gardens.. 18.0 11,405 16.4 10.339 | Radio Mirror ........... 11.0 4,722 11.3 .863 rumor traveled around town to the|Pany, Chicago, has shifted its adver- 
ae —, G 10.5 3 / True Experience 13.4 5,761 13.1 610 ‘ »|tising and technical service depart- 
Bit *Big Seven Group......... 5 2,352 12.5 2,789 arene (aee toaae Pa sg-tp4 = ip was “open. . 
ae "(Pa 8.7 5,908 8.2 5603 True Romances 15.1 6.741 13.4 739 | effect that the account wa _ ments to New York. Max A. Berns 
——. ot : ea > ‘--9 | Modern Magazines: is i har f advertisi rith the 
y for Child Life ..cccesececveces 4.3 1,766 1.3 1,55 , - a ‘ ~s Agency Men Sidetracked is In Charge of advertising, wl 
ge Christian Herald ......... 17.5 7,492 15.9 6,838 ae erga a a? 5,704 +99 ates seed title of publicity director, with 
St be eee Ree veticesowss SS ee a5TS | a-secniand Uae: : oa | Mr. Hughes doesn’t know how|A. E. Webster as assistant. H. G. 
ee | ee 38.8 6,655 36.2 15,539 | ocreents , : s “ ‘ ‘ . : : 
= ee bs —Eaaepbabetiiats 259 17392 379 o- 45g |  Screenland 10. 4,50 15.1 6.471 |many agencies have tried to sell him — aap the ee 
ence. SG nL eRe a skin dak 4.3 1,836 8.6 3.708| Silver Screen . -+++ 98 4219 0 15.5 6.632 |their services in recent weeks, for of United Sinton Steel Gocpenniion. 
rest- Esquire (National) ....... 60.7 40,819 74.8 30,278 sie el : —— ; , , = } . 
fice ary (Sp. Ed.)........ 11.0 7,392 0 21.5 14,448 Total Group .......... 74,593 18,931 — “—-: has ag gag ie oe Mr. Berns was at one time head 
tion ‘Extension Magazine 6.6 4,513 7.9 5,448 | ouTDOOR able efficiency in _ sidetracking|of the old Chicago Advertising 
oan CONMGN. Dickbcttesscerues 51.6 32,627 84.5 53,404! American Rifleman 24.2 10,366 17.6 7,536 | agency men. He does know, how-|Council, forerunner of the present 
: The Grade Teacher ...... 9.7 4,278 8.1 3,588 | Field & Stream .......... 13.7 5,871 18.1 7,865 }ever, that he has had little chance | Chicago Federated Advertising 
sho aig pnd coeececens as Bye B ae By 2 Acetate mg Ctvevesees s Hy oe F ace to get any work done of late, what|Club. 
—— ouse & Garden ......... 23.2 ,69% 9.5 2,293 unter-Trader-Trapper .. 13.5 5,78 , 715 r . atte . ‘ a 
LE House Beautiful ......... 20.3 12,814 19.9 12,580| Hunting & Fishing....... 9.6 $118 10.1 i336 | With telephone calls, letters, and < 
a? InStructOr .eceecesseeeess 8.3 5,648 11.1 7,619 | National Sportsman ...... 9.6 4118 10.1 1,352 | personal solicitations from agents. | Black to Chicago 
gen. JUABS 6 ac sss cersevernesosss 8.9 6,049 8.2 5,580 | Outdoor Life ............- 11.1 4,783 12.8 5.490 Gotham Advertising Company has . 
- Mechanix Illustrated ..... 38.4 8,595 56.1 12,564 | Sports Afie 0.8 p21 14.1 6,04 . : con Byron Bacon Black, formerly dis- 
; Sports Afield ......... 1 4,621 '} handled the account for years, and|,.; - 
N.Y MEE. cutakbohenhetsseed 4.4 1,874 4. 1,944 os antes —— | in ti eg aging ding t trict sales manager for Autopoint 
Vin. National Geographic ..... 21.2 5,048 20.8 1,941 Total Group 16,713 46,548 | Wit Continue to do so, according to advertising pencils in New England, 
icity Ration's a Euawoeen = ee re 21,858 WAIL ORDER the adv ertising manager. He hopes/has been transferred to the Chicago 
rite . atu 4 7 - ~ Sense an He oth a aaa I Ma ee ek Ginna a8 6.654 10.2 6.949 |that the solicitations will cease fol-| office. 
J Open Noe Fheccvve oO. 2,008 6 2,418 fate ie ~ : : > - O86 
Physical Culture ......... 12.4 5,330 a) »,961 ~ Senin "taeda Nappa I 4 nit a 4 +} “are — a 
— = Popular Mechanics ....... 76.6 17,158 96.2 120i tas Beene |. a. a 2 866 8.7 L738 
et | ere 8.3 3,575 9.9 1,23 = —_ rips = 006 ny 868 
L *popular Publications 10.1 2,254 116 cS Seeeee Bate... a a ee ata 
new- Popular Science ...... 63.1 14,134 64.0 14,334 Tots _ : 35 26.15 
luces RE Sada ive dae 28.3 12,130 33.2 14,226 POOR OEOND nese rence ves sicenegeagichels ouEnS 
vING Scientific American ....... 15.9 6,800 13 5,767 DECEMBER ADVERTISING LINAGE 
ie ee eee eee 18.2 7,789 20.1 8,619 WEEKLIES & SEMI MONTHLIES ’ 
types RS ete a ase ng 13.1 8.832 26.0 17,471 Pages Lines Pages Lines 
ction oe ee aig eG Ls a 10.4 6,983 28.46 19.995|*The American Weekly... 18.5 35,218 28.1 53,475 
man- *Street & Smith Comb.... 9.6 2,158 10.4 2323 Business WOE ceescesues 76.0 82 620 $4.9 $46,408 
‘The Thrilling Group.... 18.9 4,243 15.7 SEIS COMETS eicessnrcscees Fe p -+-+)- ++ ad + +04 
; Town & Country ........ 34.8 23,378 41.2 27,717 | POFbES ..-- sere eeeeeeee e ea Te yee 
22 WO. Kdcvukenendciscieee 8.5 5,391 11.8 CANO 2 st teste estenece sean 7 Bea pte 
ers True Detective 8.1 3,473 8.6 SOUR eeeee ne fet eneeeenscereess = ee | Eee 
ree WaGtte co dkd tics cavaews 127.4 80,541 123.9 77,736 Seiad ek cuan eda eee 89.2 56,753 120 76,518 
ae pen ee = ee RT ee ere eee re ee 24.6 12,083 12.8 8.676 
Total Group ......... 476,647 .... 576,939 >a Bree ease ress sens 301.2 129,221 298.3 +127.985 
The New York Times 
WOMEN’S é <i - 
F PEMMINS bic ccvecucecn 24.8 25,588 23.9 24,872 ALL THE ANSWERS 
Farmer's Wite ..... ; 6.6 4,511 6.8 4,602 | Newsweek .........0.0005 37.3 16,021 34.9 14,986 
Good Housekeeping ...... 37.4 16,049 45.5 SOLD EN PRE bah osc escaentes 14.2 6,073 8.3 +3.560 
Harper’s Bazaar ......... 53.6 36,047 71.2 47,875 | The Saturday Evening T F NE 
MOU facahccbaeawaess 7.9 5,963 8.9 6,789| Post ..... Bua dtaen ened 160.3 109,003 179.1 +121,760 
Home Arts Needlecraft.... 3.3 2,252 5.7 2,854 PRCWMEOEEE Shs ecrasecsces 10.2 4,391 12.6 5,422 
aa, 7.1 4,813 10.5 7,143] This Week ..........00005 17.1 7,563 16.7 17,221 
Junior League ...... er | 5,049 10.4 8 ge a ee rere ae re 17.! 12,083 211.8 90,744 
Ladies’ Home Journal.... 27.1 18,427 29.8 a the A” err 7.0 35,452 17.2 35,944 
Mademoiselle ............ 20.2 8,663 17.3 7,441 -_—— ——- 
DEN phlepeatansieusss4 21.2 14,436 23.1 15.690 errr 680,961 791,622 
Parents’ (National) 19.3 8,260 995 a 650 | — 
Parents’ (Sp. Ed.)... : 2s 9R0 3 1,516 | *Figures provided by publisher. 
Photoplay Ph bok Boca wok we Od 10.3 7,031 13.4 9,105 | a Page size changed from 672 to 632 lines this month. 
Pictoria] Review ......... 13.1 8,933 21,4 14,556 bCombined with Radio Star this month 
WORSE. sr tctcsasedvsvvane’ 14.3 6,154 18.2 7,818 | tFive issues. 
Magazine Linage 
° 1939 edition now ready .. . 1300 pages . . . fully revised .. . lat- 
Shows 17.2 % Drop est facts from authoritative sources . . . information available 


for January _ nowhere else... bound in durable boards and cloth. 

New York, Jan. 19.—January lin- | 
age in national magazines totaled 
879,365, Publishers’ Information 
Bureau reported today. This is a 
decline of 17.2 per cent from the 
1,062,354 lines reported in January 
last year. 

Weeklies and semi-monthlies, re- 
porting December totals, carried 
680,961 lines, a drop of 13.9 per cent 
from the 791,622 scheduled in the 
previous year. Six of this group. 
however, had five issues in 1937 and 
but four in 1938. 

All groups except outdoor showed 
losses for January. Outdoor pub- 
lications came out on the plus side 
in reporting 46,713 lines as com- 
pared with 46,548 in January, 1938, 
an increase of 0.4 per cent. 

General magazines scheduled 


@ Now in its 71st year, N. W. Ayer & Son’s Directory of News- 
papers and Periodicals is more than ever a necessary reference work 
for men and women who plan the nation’s sales campaigns. 


It combines complete, accurate, up-to-the-minute publishing in- 
formation with facts and figures on population and business that 
are available in no other single volume. 


Read the partial list of contents below, and see why in thousands 
of offices this book is regarded as indispensable. It is bought, year 
after year, by publishers, statisticians, libraries, sales-managers, ad- 
vertising agencies, business engineers and many others. We advise 
that you order early, as the new edition is limited. Price $15, post- 
paid in U. S. and Canada. 


CONTENTS INCLUDE 


OME MINUTE LOST in 1938: 


t 4a the idea of the Chief Engineers Cup is born! 


KSFO was without city powerin1938 
for a total of 52 hours. But KSFO lost 
not one minute of sponsored time! Be- 
cause for every minute of that 5% 
hours the needed “juice” came from 
KSFO’'s mighty Automatic Emergency 
Power Unit. So to A. E. Towne, Trans- 
mitter Superintendent, Chief Engin- 
eer R.V. Howard awards the new Chief 
Engineer's Cup which may be newly 
engraved only in years when this rec- 
ord is equalled by ESFO. Looking on 
is J. L. Middlebrooks, CBS engineer, 
who supervised construction of 
KSFO's new transmitter. 

Yes, and KSFO dependability goes ‘way be- 


KSFO 


“THE AUDIENCE STATION” 
SAN FRANCISCO 
ESFO...Palace Hotel...San Francisco 
“00 KC...5000W day... 1000W night 
PRILIP G. LASKY, General Manager 


National Representative: 


PREE & PETERS, Incorporated 


——— ~OL 


MBIA BROADCASTING SYSTEM yond staying on the air! See Free & Peters. 
1939 
—_— 
ifs pee : : ss “em . 
ji ey 


476,647 lines, a decline of 17.4 per 
cent from last year’s total of 576,- 
939. Standard magazines fared 
somewhat better, reporting 20,695 
lines, a drop of 5.7 per cent from 
the January, 1938, total of 21,940. 

Women’s magazines carried 236,- 
582 lines as compared with 291,842 
in January last year, a decline of 
18.9 per cent. Women’s group pub- 
lications reported 74,593 lines, a de- 
cline of 24.6 per cent from the 1938 
total of 98,931. 

Mail order magazines reported 
24,135 lines as compared with 26,194 
last year, a loss of 7.7 per cent. Fig- 
ures and page totals for the indi- 
vidual magazines are shown in the 
above table. 


Banks Changes 

Ben B. Banks has left Swafford 
& Koehl to join Kelly, Nason & Win- 
sten, New York. 


List of more than 21,000 publications— 
with policies or classification. All are also 
arranged in separate lists such as Daily 
Newspapers, Foreign Language, Agricul- 
tural, etc. 

American newspapers and periodicals 
published abroad. 

Newspapers which have rotogravure 
supplements. 

List of more than 10,000 cities and towns 
in the U. S. and its possessions, Canada, 
Newfoundland, Bermuda, the West In- 
dies—with vital facts pertaining to each. 

Population and its groupings: urban, 
rural, race, nationality. 


SEND THIS COUPON FOR FREE PROSPECTUS 


Feature, Picture, and News syndicates. 

Number of homes supplied with gas; 
wired for electricity. 

Bank deposits and clearings; number of 
retail stores and their dollar-volume; num- 
ber of post offices and their postal receipts. 

Statistics on agriculture, fisheries, for- 
ests, mining; latest census of manufactures. 

Number of telephones, radios, motor 
vehicles; railroads, airports; schools and 
colleges; 100 maps. 


THESE, AND MANY OTHER FACTS 
AND FIGURES, HANDILY ARRANGED AnD 
INDEXED FOR REAGY FEFERENCE 


and Periodicals. 


Name 


Business Name and Address _ 


City 


N. W. Ayer & Son, Inc., Washington Square, Philadelphia 
Please send me, FREE, your 24-page booklet 


P.S.—! want the 1939 edition of the Ayer Directory. | 4 s 


pages, specimen index, ox- 


amples of special lists, etc., from the 1939 edition of N. W. Ayer & Son's Directory of Newspapers 
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January 23, 1939 


Promotio 
Review 


To emphasize the flexibility of its | 


network facilities, Mutual Broad- 
casting System has issued a booklet 


called “How Big Is a _ Rubber 
Band?” On the front cover four 
white hands, against a black back- 
ground, are stretching two actual 
rubber bands, ingeniously attached 
to eyelets in the cover. The success 
of the Gordon Baking Company’s 


“Lone Ranger” program is cited to 
show how “rubber-band radio” was 
born. Gordon started broadcasting 
over only three stations, and Mutual 
points out that it is still possible for 
an advertiser to start with the same 
number—though the system now 
claims a total of 105. Various other 
Mutual programs are described. 


% 


Instructor Magazine used Western 
Union messengers to distribute the 
booklet “400,000 Leaders,” in which 
an attempt made to humanize 
statistics on the subject of the 
teacher, school and pupil market. 
It is packed with useful informa- 
tion, such as school enrollments, 
distribution of teachers, teacher-in- 
come and credit-rating, and a de- 
scription of school activities which 
require buying of supplies and 
equipment. 


is 


An attractive and unusually com- 
prehensive brochure on the meat 
packing industry has just been is- 
sued by National Provisioner, Chi- 
cago. The volume contains interest- 
ing and useful information on the 
field and the place of National Pro- 
visioner in that field. 
printed in two colors, it is mechani- 
cally bound, with the cover cut 
that one edge constitutes an effec- 
tive filing tab. 


Up in Vancouver, 
CKWX thinks it 


Wy. Sw 
rings the 


Station 
ell for 


advertisers, and to prove it has sent | 


prospects a salmon bell (you know 
one of those little bells put on a 


salmon trolling line to tell the fish- 


ermen when a salmon has struck). 
The bell is attached to a mailing 
tag, the reverse side of which car- 
ries the story of the bell in verse. 
MAILING SERVICE 
Multigraphed letters filled-in equal to 
individually typewritten ones 
ADDRESSING-MIMEOGRAPHING 
THE LETTER SHOP, Inc. 
440 So. Dearborn St. Wabash 8655 
CHICAGO 


| seven-day 


Attractively | 


SO | 


re 
—— KPRSTRIBLING 


LAYOUT + LETTERING + ILLUSTRATION + RETOUCHING 
520 NORTH MICHIGAN AVENUE - DELAWARE 4855 


n Retail Linage 
‘Off 2.2 Per Cent 


for Current Week 


Chicago, Jan. 20.—Retail linage 
in 79 major markets reporting to 
the ADVERTISING AGE Index of Re- 
tail Activity this week was 2.2 per 
cent below the 1938 level for the 
period ended Jan. 


14. | 


The actual figures were 16,588,851 | 


lines for the week this year, com- | 
pared with 16,958,677 lines last 
year. 


For the year to date, 

in these cities totalled 32,827,054 
lines, compared with 34,485,508 
in 1938, a decline of 4.8 per cent. 
_ For the first week of 1939 the de- 
cline was 7.7 per 
figures, due in part to the fact that 
the first week of the year 
five shopping days, instead of the 
full six which were included in the 
first week of 1938. 


Weber Joins West End 
As Sales Chief 


Ray Weber, formerly advertising 
manager, Jos. Schlitz Brewing Com- 
pany, has been appointed general 
sales manager 
ing Company, Utica, N. Y. 

West End _ distribution 
over the Eastern portion of the 
country, from Maine to Florida. 
Compton Advertising, Inc., New 
York, has the account. 


extends 


Exposition Names Printer 


Isaac Goldman Company, New 
York, has been awarded the contract 
for the printing of the Official Guide 
Book of the New York World’s Fair, 
published by Exposition Publica- 
jtions, New York. The first edition 
calls for a_ printing of 1,000,000 
copies, which will be distributed 
nationally two months before the 
Fair opens. 


Frankel Named Sales Head 
| Adolph Frankel has been ap- 
| pointed sales manager of special 
products of the Westinghouse lamp 
division of the Westinghouse Elec- 


tric & Mfg. Company. He will be 
|in charge of sales of Sterilamps, 
electronic tubes, x-ray tubes and all 


other products of the division ex- 
cept lamps. Mr. Frankel will have 
| his headquarters at the Bloomfield 


N. J., plant where he started in 1917 


Brewery to Donahue & Coe 


The Atlantic Company, Atlanta, 
Ga., has appointed Donahue & Coe, 
New York, to handle advertising of 
Atlantic beer and ale. Advertising 
plans include newspapers, outdoor, 
radio and point-of-sales material 


Patterson Joins “Times” 
Dale C. Patterson, formerly 
the New York Herald Tribune, 
resigned as publisher of the Florida 
| Realty Journal to join the classified 
advertising staff of the New 

Times. 


with 
has 


Morris Resigns Laird 

H. C. Morris & Co., New York, | 
resigned from the Apple Brandy 
account of Laird & Co., Scobeyville, 
N. J., effective Feb. 1. 


is 


DANIA BEACH HOTEL 


retail linage | 


cent from the 1938 | 


had only | 


by West End Brew- |} 


York | 


| 
| 


| 


« pe-ana ~ Gain ¢ Gain 
2-Week 2-Week 2-Week or Loss or Loss 
Period Period Pericd 1939 1939 Week W eek S% Gain 
Ended Ended lended over over iknded tipéee o1 
City Jan. 16, 1937 Jan. 15,1938 Jan. 14, 1939 1937 1938 Jan. 15, 19358 Jan. 14,1939 loss 
VAKron, ©. 522,177 $22,081 __ 311,441 —40.4 26.2 240,193 160,762 
Altoona, Pa 217,385 181,993 181. 741 —16.4 -0.1 96,110 111,958 6.5 
Atlanta, Ga $33,286 516,404 544,152 + 25.6 5.4 62,990 285,950 - 
Baltimore, Md. .... ; 826,750 T54, 830 702,714 15.0 -6.9 577,655 859,945 1.7 
Birmingham, Ala. 372,498 $06,812 v0,124 + 4.7 4.1 { - 201,376 12 
Joston, Mass S16.202 833.455 772,022 5.4 7.4 398,551 > 
| Bridgeport, Conn 36,644 319,088 35,580 -0.3 5.2 ‘ : 189,924 7 
Buffalo, N. Y. ee 557,494 o9,620 $70,008 53.6 21.6 01,588 251,146 16.7 
Camden, N. J 175,999 114,247 151,864 25.1 15.4 08,727 61,980 " 
Cedar Rapids, Ia. ; 154,406 52,768 157,290 1. 2.9 67,816 78,862 
Charleston. W. Va 07.062 342.196 336,665 + 9.6 1.6 175,602 183,750 ik 
Chattanooga, Tenn 226,387 208,75 244,560 10.2 14.5 99.921 119,005 
Chicago, Il. 1,095,539 1,089,766 169,562 11.5 11.0 146.464 504.106 . 
Cincinnati, ©. 551,051 T1980 44,092 1.3 1.4 268,077 252,723 .7 
Cleveland, ©. 747,630 775,024 G02.813 14.4 22.2 373,058 296,045 20.7 
Columbus, O.. . ea 178,238 $43,920 171,664 1.4 6.2 215,145 268,384 ? 
Dallas, Tex. ... d 693,625 731,812 738,474 6.5 og 370,866 377,243 7 
Davenport, la 264,200 506,400 274,350 + 3.8 10.5 152,700 151,150 ' 
pewter. €P sce is 511854 1S6,024 $54,744 11.2 6.4 222,362 219,450 
Denver, Colo. 314,225 310,75 369,417 + 17.6 Is. 140,448 134,730 
Des Moines, La. - 220,001 226,540 288,942 31.3 27.5 111,635 109,472 ; 
Detroit, Mich. TSS,404 694,495 H50,7S84 17.5 6 340,494 r48,005 2.9 
Kl Paso, Tex S54 696 559,492 119,242 6.0 11.2 196,994 167,664 14 
IKerie, Pa ; ash 262,276 96,674 H9,450 2.7 9.2 150,948 146,930 97 
Kivi ‘ansville, “Ind. 193,625 1772 P 225,260 ; one 
Fall River, Mass LO3 387 12.835 101,158 9. 1.6 55,300 54.652 i> 
Flint, Mich. ... . 257,124 273,728 POF b50 18.4 Rise 139,412 136,528 21 
Fort Wayne, Ind 377.440 374,156 TU,T55 1.8 ou 173,446 180,880 43 
Gary, Ind 270,243 05,171 1S4,087 31.9 10 89,272 98,666 10 
Grand Rapids, Mich BOS 970 12.4 ;21,918 12.8 6 140,434 159,852 +13 
Greenville, S. © 217,239 191,002 IS7,877 13.5 1.6 95,676 92,080 
Housten, Tex 513,856 533,190 a45,150 +5.7 1. 252,966 264,460 Las 
Indianapolis, Ind H10,484 HAS SLO SH2.14S8 7. 13.3 116.90: 264,950 16.4 
Jucksonville Fla ‘ $22,182 267.941 SDSGS 11.3 6.7 132,099 141,708 7 
jersey City. N. J. . TO.809 71.065 4 2l.e 21.7 35,162 27,317 22 
Kansas City, Kans SO052 LOS 017 i" ' a1 0.1 10,971 40,852 0 
Knoxville Tenn 2435 860 1,042 17,784 X.1 5.6 147,742 162.204 4 
Little Rock, Ark 25,500 PN4,214 275, 206 15.4 3.1 150,374 137,578 
Los Angeles, Cal SUS 556 3,749 17,276 2.1 1.5 $52,545 {80,422 6.2 
Louisville, Ky 6S.210 19.074 wi 1 + 22.2 10 256,822 P27,912 11 
Lynn, Mass S27, 8a8 289,842 277,872 15.3 4.1 158,382 161,056 1.7 
Manchester, N. H 119.798 138,560 126,344 5.5 X.S 72.048 67.270 6 
Memphis, Tenn HOG 8S4 101.660 67,570 9.7 8.5 212,394 183,610 13.4 
Milwaukee, Wis 572,528 DSD,TAT HO.911 2.0 4.33 272,014 62,082 
Minneapolis, Minn DNS, 1 yO ISS 04,046 13.6 1.0 227,142 229,601 +1dig 
New Bedford, Maus 122,322 125,564 110,096 no 10.9 54,208 9,042 9.5 
New Haven, Conn ;26,900 28,706 25,518 OL 1.0 160,552 160.898 0] 
New Orleans, La 730,025 HSS ,200 HSY.ON4 6 LN SHO 532 350,217 | 
New Ycrk, N. Y > 482,787 337,444 29S OTO 15.6 10.4 1,163,035 1,140,938 1 
Brookivn, N. Y 273,068 174,05 DoS, 600 $1.0 8.9 87,108 S4,585 2 
Norfolk, Va 311,276 LOS 800 t35,958 1.9 + 10.6 152,740 175,798 l 
Oakland, Cal 241,767 2H Gabe 257,909 6.7 8.6 130,227 138,556 4 
Oklahoma City, Okla 76,278 p35 004 74,262 0.5 cae OR 068 195,762 
Peoria, Il 875.473 382,221 SS,96% 6 1.8 178,766 IS1,010 
Philadelphia, Ta ith 1,0. Hla ” 132 6 1.2 916,455 497,226 
Phoenix, Ariz 46 80,632 250,006 1.8 13.7 136,430 120.890 11 
Pittsburgh, Pa 866.642 S1.S44 HHS U2 23.2 14.0 156,188 TUM 3NS8 j 
Portland, Gre PHOSS8 413,820 P1G.008 ] oO 1914520 214,774 12 
Reading, Va 341,124 O04 t20,084 6.0 sf 149,870 166,446 11 
Richmond, Va 122.978 126,508 $12. H08 1.7 222,712 211,204 2 
SRochester, N.Y HAO.4SS D40,700 144i 18.3 1.8 276,394 263,667 4. 
Rock Island-Moline 63,240 275.870 268,618 2.0 2.6 128,884 128,520 0 
Sacramento, Cal POG 6S 4.452 SY. 1S4 DD 1.2 132,104 133,140 ' 
San Antonio, Tex { ” 1484 rds ‘1.2 4.4 107,373 117,378 ’ 
Sin Dliegwo, Cal eae sou OS OTS 2 “ou 257.768 "55,836 
San Franciseo, Cal 26,72 71,105 71,250 S.4 302,034 106,478 | 
Sentth Wash 140.160 LOT O82 72,834 + 6.8 °1.4 147.602 170.758 15.3 
**South Bend, Ind ra8311 85.214 OS 106 38.5 27.0 124.552 101.684 94.4 
Spokane Wasl 273,840 PHS AS 44.146 10.0 > | 134,260 115,976 13.6 
St. Loui Mo he Bo) “a GOP OSE WSO0055 10.7 . fT 79.515 279,270 “ 
St. Paul, Mint 13TH $2,268 96,89 3 19.4 213,255 184,282 13.4 
Svracuse, N. ¥ rO5.104 aS 04 163,307 on 4.1 173,127 192,087 10 
Tacoma, Wash 221.868 06,40 POG 23 11.0 S816 9S.854 3.2 
Tampa Mia rus TUS GAS w4.4a5e , 1 24 95.270 108 8402 4 
Toronto, On ( ri H1e.184 » O08 24 | 12.8 28.427 279.15 15.4 
rrey, M..% 134,018 110,460 132,202 2.0 14.7 59,738 7,694 4 
Tulsa, Okla SO2 H52 P26 956 00,664 0.7 8.1 159,292 145,936 S4 
Washington, DP. © 1254.08 1,162,803 1.114.664 11.2 4° 166.394 [69.848 of 
Worcestet Muss mol Wile 543.367 13.4 27.0 249,700 176,746 29.2 
Youngstown, ©) 279,223 61,264 241,766 13.4 ry 120,718 123,627 2.4 
Total 2 ~ $4,485,508 52,827,054 1.0 +. lt S677 LH OSS S51 2.2 
‘Akron Times-Press discontinued Aug. 2S, 1458 
New York American discontinued June 24, 1957 
Brookivin Times-Union discontinued June 8, 1937 
SJournal and Sunday American discontinued June 8S, 1837 
*Dailv Ledgeer discontinued June 1937 
*New Times discontinued Dec. 28, 1938 
Figures for current weel received All figures deducted from totals 
Business Paper ae — ~ and ee Montabert Names Agency 
in Y: . | Oo umé wo 9 setae F. G. Montabert Company, New 
Linage Declined neepets ng — _ rn off from) york, manufacturer of piece goods 
| December, 1937, issues and woven labels, has appointed 
17% D . 1938 3 'Bermingham, Castleman & Pierce, 
° uring ‘KOME Makes New York, to direct a trade com 
= ; aig . , > <c taffeta ha 
2 hicago, — 19.— pr gpd in Tulsa = white silk taffet 
< ver y ’ > ras : 
17 cae ak bela it at of 1937,| Stations KOME, Tulsa, Okla., has a 
diel nal veg inanteiwe ty ‘s| started regular broadcasting sched- Penny a 
according to a report published by ules. The station is affiliated with - ‘ 
Industrial Marketing. the Oklahoma network. George W. Penny, Jr., has bee! 


Markets 


— 


Index of Retail Activity i in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copy right, 1939, by « pncihdatnid Publications, Inc.) 


Analyzing the figures further, the| 
report states that industrial publi-| 
lcations finished the year 1938 with} 


| advertising volume totaling 16.54) 


in 
|issues as compared with those 


|represented by 20 papers, 


JA, FLORIDA 
19 MILES NORTH ONLY ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
ATI N A 3 ACRI ra PICAL PALMS and FLOWER 
®LARGE OUTSIDE ROOMS 
AAA ®LOW RATES ALWAYS 
®OPEN ALL YEAR 
“roar rr ¥ r . , he of Ged marr a os . @®NEAR BEACHES 
END FOR BOOKLETS AND RATE; @®@ EXCELLENT CUISINE 
2 5 MINUTES FROM MIAMI BEACH 
A ' 


| per ce nt less than for 1937. Seventy 
| papers in this classification also 
showed a decrease of 21.30 per cent | 
business for December 1938, | 
for} 
the final month of 1937. 
The trade publication group, 
showed i 
drop of 19 per cent in advertising 
| volume for the year, with the de- 
| crease for the closing month re gis- | 
‘tering at 19.52 per cent. Ten papers| 
in the class group carried 15.99 per! 


as 


KOME 
tion. 


Tulsa’s third radio sta- 


is 


Armstrong Resiens 


Gordon Armstrong, 
\five years resident manager for 
Business Week in Cleveland and 
Pittsburgh, has resigned effective 
Feb. 1. He will open a Cleveland 
office in May to specialize in meas- 
uring and _ forecasting industrial 
activity. 


for the past 


TORONTC : 
MONTREAL 
WINNIPE 

LONDON Eng 


appointed advertising manager © 
Rumford Chemical Works, Rum 
ford, R. I. 


GET YOUR SHARE 
at the World’s Fair! 


96‘, Coverage of Package Stores 
76‘, Coverage of Bars, Grills, Hotels 
in Metropolitan New York 


BEVERAGE RETAILER WEEKL! 


1819 Broadway, New York, N.Y. @ Circle 6-8181-2-24 
_———«©<,«, 
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Retailers Assail 
federal Tinkering 
with Distribution 


(Continued from Page 1) 


so be it. This is the course we must 
chart for ourselves. Management 
must be prepared to accept realistic- 
ally its obligation of leadership or 
it will pass to other hands.” 

Benjamin H. Namm, head of the 
Namm Store, Brooklyn, was particu- 
jarly vigorous in his analysis of re- 
strictive federal legislation and its 
effect upon distribution. He pointed 
put that more than 700 bills were | 
introduced in Congress last year af- | 
fecting retail distribution in some 
form. 


R-P Act, Fair Trade Hit 


The 
adopted in 1936, he declared, de- 
prived retailers of their long-cher- | 
ished right of free bargaining in 
the purchase of merchandise. The 
Miller-Tydings bill, he said, de- 
prived retailers of the right to pass 
on to customers such savings as 
their operating efficiency might 
make possible; while the Wheeler- 
Lea bill restrained the retailer’s ad- 
vertising and “for the first time in 
history imposed criminal penalties 
for such lapses as the Federal Trade 
Commission deemed wrong.” 

“Our system of free enterprise,” 
he asserted “is fast going by the 
boards. Our federal government 
rules business today more com- 
pletely than in any period in history, 
except, 
NRA.” 

Admitting that distribution is not 
perfect, Mr. Namm said that retail- 
ers were ready to do their part in 
improving business standards and 
practice, but he said the answer was 
more cooperation and less regimen- 
tation — “more business in govern- 
ment and less government in busi- 


ness.” 
Condemns Chain Tax 
He took occasion to level a par- 


ticularly sharp shaft at the pending 
Patman bill against chain stores. 


“I am an independent merchant | 


in daily competition with 
said Mr. 
and pray the day will never 
when such 


stores,” 
come 
an uneconomic law is 


placed upon our statute books.” 

Fair trade legislation also under- | 
went its expected drubbing at the| 
BR. Bi 


hands of Q. Forrest Walker, 


Robinson-Patman act} 


of course, the days of the| 


chain | 
Namm, “but I hope | 


| ods, 


Macy & Co. economist, long an arch 
enemy of price maintenance. Those 
who hope to find a panacea for price 
cutting in the law are doomed to 
disappointment, he declared. He 
condemned existing legislation as a 
threat to fundamental property 
rights and economic liberty. Re- 
ferring both to “sales below cost” 
acts and fair trade laws, he de- 
clared: 

“There is no form of distribution 
\so privileged that it must be arti- 
| ficially supported at the expense of 
| the consumer. If a new method is 
|devised, or if old methods are re- 


Advertising, she said, was some- 
times ‘far-fetched’ and headlines 
were apt to be misleading. “If you) 
read the whole ad you get the 
truth,” she said, “but your illustra- 
tions are not true to life.” 

Talking of selling appeals, 
said that “glamor” was 
old-fashioned, but stale, and as far 
as she was concerned, the word had 
lost its appeal. 


she 


Retailers’ Position on Copy 


Retailer responsibility for adver- 
tising under the Wheeler - Lea 
amendment to the Federal 


fined, to permit increased quantity|Commission act was stressed by | 
distribution at lower prices, there|several speakers. Harold R. Young, 
is no sound basis for state interven-|manager of the NRDGA, Washing- 


ton office, pointed out that retailers 
should carefully 


|tion to preserve the status quo. 
“This does not mean that tech- 


nological advances and improve-| follow manufac- 
‘ment in the art of retailing doom|turers’ copy in 
present forms. It simply means that their own  pro- 


motion, since 
there is nothing 
in the law which 
protects the re- 
tailer if his own 


|in the democratic state, economic 
|permanence must be earned by 
|progressive improvement in _ per- 
|\formance. It cannot be obtained by 
laws giving the manufacturer the 


right to determine resale prices nor statements ase . 
by statutory fixation of the bottom misleading 0 1 
false. In _ the 


levels of other price competition.” 


case of private 
No Sweeping Changes brands, he said, 
Edwin B. George, Dun & Brad- retailers should Edward Plaut 
street economist, in a review of the |°btain a  guar- 
antee from the maker, that the 


effects of the Robinson-Patman law, d 4 eer 
saw no sweeping changes resulting. goods were produced and packagec 


in accordance with the law. 


The law is still : 

an unknown Edward Plaut, president, Lehn & 
quantity, how- Fink Products Corporation, pre- 
ever, in regard to |dicted that as a result of the new 


such matters as | food, drug and cosmetics law, “there 
advertising | will be fewer small manufacturers 
allowances, |coming into the field: fewer fly-by- 


he said He|nights springing up and disappear- 
| stressed. too, the |ing: the claims of manufacturers 
| : SS 9 9 . : 
extension of fed-|Will be toned down considerably; 


there will be more questions asked 
of your sales girls and manufactur- 
ers will have to take the responsi- 
bility of instructing your sales girls 
how to answer these questions.” 


Outlook Optimistic 


eral control over 
business which 
long has been re- 
garded as purely 
intra-state. 

“The law is not going to change 
the distribution system,” he said. 
‘The advantages of large-scale mer- 
chandising are too deep to be upset 
by fractional restrictions on their 
buying power. They will still get 
important discounts, despite, or even 
because of the law. They will still 
capitalize their superior operating 
efficiencies to the limit. Two con- 
clusions seem relatively safe: The 
igeneral idea of the law will prob- 
ably go on in some form or other, 
}and so will the world insofar as this 
law is concerned.” 


Edwin George 


which remain to be solved 
field of retail distribution, 


strong note of optimism. 
sensus of opinion was 
would bring a small, 
increase in sales and general 
provement in consumer relations. 
At the annual banquet which cli- 
maxed the four-day meeting, Saul 
Cohn, of City Stores Company, New 
York, was re-elected president. 

As outlined by 
the NRDGA platform for 1939 calls 
for sound development of standards, 
so that stores and customers speak 
one language: use of informative 
labeling, so that the public will 
know what it is buying; and elimi- 
nation of false and 
claims from advertising. 


that 


Consumer Problem Studied 


More aggressive public relations 
|work by retailers was presented as 
an important step in solving con- 
sumer problems by speakers at 
various sessions of the convention. 
The most dramatic consumer fea- 
iture on the program was an inter- 
view with “Mrs. Typical Con- 
sumer,” a 3l-year-old New York 
| housewife whose real name is Mrs. 
|J. Richard Powell. She told the 
| store executives, with an engaging 
|candor, just what she thought of 
their advertising, their sales meth- 
and their facilities in general. 


See Trend Toward 
Saleswomen for 
Air Transport 


Chicago, Jan. 19.—Adele 
appointment as first feminine 


sales 


How to 


Your job 


others on 


TSE RVITE CO. 


CUT PRINTING COSTS | wisi 


tse PLANOGRAPHY 


savings... 


a fraction of the cost of plate and press! 
This makes possible lower unit costs! 


Write or phone for complete price list! 


representative of Transcontinental 
land Western Air, Inc., announced 
ithis week, is said by experts to pres- 
ige more activity 
by air transport companies. 

Miss Jenkins was one of the first 


> 


TWA, which 
|she joined in 1935. She earned one 
promotion after another until she 


became head of the hostess training 
school at Kansas City. Her latest 
jstep up will see her placed in Los 
| Angeles, where she will “do a man’s 
| Woes, in addition to cultivating | 
}women’s good will by addressing | 
| various clubs. 

United Air Lines has had a suc- 
|cessful saleswoman for a year. She 


enjoy four-way 
and unusually high quality! 


is combined 
a large plate 


with several 
you pay only 


| western University, and well up in 
the social world. Miss Gates never 

| served an apprenticeship, but has 
;encountered such success in mis- 
jsionary work that United regards | 
her as one of its most valuable em- 
ployes. 

Braniff Airways was perhaps the 
pioneer in seeing a need for women | 
in sales posts. Helen Johnson, her- | 
self a pilot, served in this capacity | 


360 N. MICHIGAN AVE. 
CHICAGO, ILL. 


not only | 


Trade 


Without minimizing the problems 
in the 
the con- 
vention was brought to a close on a 
The con- 
1939 
but definite, 
im- 


President Cohn, | 


exaggerated 


Jenkins’ | 


in this direction 


is Marion Gates, graduate of North- | 


Letters Were Okay But 
How He Hated Ads! 


| 
| Chicago, Jan. 17.—The one- 
man anti-advertising campaign 
| sponsored by Mr. Joseph Yune- 
vich, government postal carrier, 
today received a setback which 
will last for a year at least. 
Postman Yunevich was arrested 
recently because he refused to 
deliver mail that looked as if it 
| might be advertising matter. 
| Letters met with his approval 
but any advertising entrusted to 
his care was ruthlessly de- 
stroyed. Mr. Yunevich pleaded 
guilty today, explaining that he 
had sore feet and didn’t like to 
walk more than absolutely 
necessary, and Federal Judge 
Igoe placed him on probation 
for one year. 


after she became a widow a few 
|hours after her marriage. Her hus- 
band was killed during the honey- 
moon while repairing a radio. 


Entire Illinois Meat 
Account to Getchell 


Illinois Meat Company, Chicago, 
maker of Broadcast brand canned 
meat products, has appointed J. 
Stirling Getchell, Inc., to direct all 
of its advertising. The agency has 
handled Eastern advertising since 
July. 

Market studies now in progress 
will determine the extent and terri- 
tory to be covered in future cam- 
paigns. 


Crowe Named Head of 
Georgia Outdoor Group 


A. L. Crowe, of Marietta, 
elected president of the 
Advertising Association of Georgia 
at its convention in Atlanta Jan. 
13-14. 

B. F. Harris, of 
/named vice-president, 

of Atlanta, 


was 


Griffin, was | 
and George 
| Ripley, secretary-treas- 


‘urer. 


| income, 


Outdoor | 


Insurance Survey 
Shows Farm 


Income Off 6.9% 


Jan. 18.—Cash farm 
including government pay- 
ments, declined only 6.9 per cent in 
1938, according to a survey released 
today by the Northwestern National 
Life Insurance Company. Results of 
this survey indicate a somewhat 
stronger position for rural buying 
power than that indicated in a gov- 
ernment forecast of an 11 per cent 
crop, reported in ADVERTISING AGE 
| Dec. 26. 

The insurance company’s survey 
shows that larger crops marketed 
in 1938 helped to offset a decline in 
prices, while government benefits 
increased an average of $19 pei 
family and the cost of things the 
farmer buys dropped 5 per cent. 

Cash income per farm family 
averaged $1,094 as compared with 
$1,237 in 1937 and $1,140 in 1936. 
These averages include government 
payments which in 1938 averaged 
$71.72 per farm family in 1938. 


Some Produce Retained 


Another figure which should be 
included in computing farm income 
,is the amount of farm produce re- 
jtained for home consumption. In 
1938 this is estimated as worth an 
average of $179 per family, making 
| gross income reach $1,273. 
| As shown in the previously pub- 
lished government figures, cotton 
fruit and vegetable farmers fared 
| worse than producers of tobacco and 
|dairy products. Government figures 
are based upon a farm population 
total estimated at 6,972,000 families 
during 1938. 


Minneapolis, 


Detecto Scales to | Kurk 


Alexander J. Kurk, New York, 
| has been appointed to handle adver- 
tising for Detecto scales, manufac- 


tured by Jacob Brothers Company, 
Brooklyn. 


Copyrighted 1937, American Photo-Engravers Association 


You Paid 41,200 for This! 


T’S your full-page advertising space in the newspaper. 
If you use good art, good copy, good typography and 
good photo-engravings in your ad, this sheet of paper 
may be worth many times $1,200 to you. On the other 
hand, if you buy cheap and shoddy advertising supplies, 
you will waste much of your $1,200. You wouldn’t buy 


an expensive tract of land 


for a homestead and then 


erect a shanty on it....Faithorn COMPLETE SERVICE 
makes it possible for you to secure the FINEST advertising 
production requirements at the most reasonable price. 
Let’s get together now — just telephone, Wabash 7820. 


Write for our handy Type Specimen Book—FREE 


a q FAITHORN CORPORATION a 
a 
Ry. >  Ad-Setters - Engravers - Printers Ry. 
“PRINTING 504 Sherman St.,Chicago > Wab.7820 ~“iiam 


DAY AND NIGHT SERVICE 
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British Pipe Men 
Organize to End 


False Advertising 


New York, Jan. 18.—Seeking to 
stop advertising abuses of Ameri- 
can pipe manufacturers who mis- 
lead the public into believing that 
their products are imported from 
England, a group of briar pipe im- 
porters here have organized as the 
British Briar Pipe Importers Asso- 
ciation. 

The primary objective of the 
group, at least for the time being, 
will be to combat unethical promo- 
tion on the part of manufacturers 
who sell cut-price products as Eng- 
lish pipes. Later, according to 
John H. Moore, president, London 
House, and chairman of the board 
of the association, the group hopes 
to promote the pipe-smoking habit 
to the level of its traditional popu- 
larity among Britishers. 

Mr. Moore told ADVERTISING AGE 
that the group will seek to eradi- 
cate such advertising as: “Genuine 
imported briar pipes, regularly 
worth $5, price $.98.” He explained 
that the duty on imported briar 
pipes is more than the retail price 
of many such products. 

Mr. Moore explained that many 
American pipe manufacturers who 
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advertise “briar pipes’ import the 
briar but make the pipes in this 
country. The Federal Trade Com- 
mission has taken action against 
one large store, he said, for the 
same type of misleading advertis- 
ing the association hopes to curb. 
The association intends to take 
action against misleading advertis- 
ers both through its own attorney 
and by calling violations to the at- 
tention of the FTC, Mr. Moore said. 


Irving Lewis, of A. Oppenheimer 
& Co., is president of the associa- 
tion. 


Merrill-Chessler Merge 


Yale Merrill Advertising & Pub- 
licity Company and Maurice Chess- 
ler Advertising Company, both of 
Baltimore, have merged into a new 
agency to be known as Merrill- 
Chessler Advertising Company, with 
offices in the Calvert bldg. 


Illustrated here is a special high- 
voltage transformer housing a giant 
\-ray tube designed to produce 1,000,000 
volts peak at three milliamperes or less. 
It is being built for the Memorial Hos- 
pital, New York, and will be installed 
in April, and its construction was de- 
scribed in the January 
HOSPITAL MANAGEMENT. 


issue of 


The tube is unusual—one of only 
three of comparable size in the country 


GIANT X-RAY TUBES 
and kood and Sheets 


and its purchase by Memorial Hos- 
pital indicates the extent to which hos- 
pitals go to develop the most effective 
equipment for the treatment of the sick 
and injured. 


But don't let the purchase of this 
giant X-ray tube blind you to the fact 
that hospitals still spend the greatest 
portion of their tremendous annual ex- 
penditures for vast quantities of the sim- 
ple things that you make—foodstuffs, 
linen, silverware and dishes, cleaning 
materials, paints and varnishes, furni- 
ture, office supplies and equipment, and 
hundreds of other items. 


And don't forget that the most effec- 
tive and most economical method of 
selling America’s hospitals is through 
the pages of HOSPITAL MANAGE. 
MENT, the hospital business paper 
that speaks to the business executives 
who run the country’s hospitals in the 
business terms they know and under- 


HOSPITAL 
MANAGEMENT 


100 E. Ohio St. Chicago 
330 W. 42nd St. New York 


$1,000,000 Budget 
Resigned by L&T 


Chicago, Jan. 20.—The unex- 
pected resignation of Lord & 
Thomas from the Lady Esther, 
Ltd., account Wednesday has in- 
spired considerable speculation as 
to the cosmetic company’s choice 
of a new agency. The selection had 
not yet been made today and, ac- 
cording to William Yates, advertis- 
ing manager, probably will not be 
announced until next week. Fig- 
ures published elsewhere in this 
issue show 1938 magazine and ra- 
dio expenditures of $1,072,029. 

Recent renewal by L&T of the 
Lady Esther Guy Lombardo pro- 
grams over National and Columbia 
networks for 52 weeks indicate 
that the agency-client rift had not 
been long in the making. The 
agency had also contracted for four 
newspaper insertions which appar- 
ently will run as planned, although 
the L&T resignation was effective 
at once on all Lady Esther adver- 
tising. 

Lord & Thomas has handled the 
account since 1937, taking over 
from Stack-Goble Advertising 
Agency. 


Fox to Aaron & Bros. 


Harry W. Fox, for more than 20 
years advertising manager of Hotel 
Bulletin, Chicago, has joined the 
sales promotion department of E. A. 
Aaron & Bros., Chicago, food dis- 
tributor serving institutions. 


Goodrich to Buchanan 


B. F. Goodrich Company, Akron, 
has named Buchanan & Co., New 
York, to handle national advertis- 
ing of its newly perfected Seal-O- 
Matic inner tube. 


Colossal Deatinens 
Presented by RKO 
on 24-Sheet Units 


New York, Jan. 18.—A new tech. 
nique in outdoor advertising wa, 
uncovered last week when RkKo 
Radio Pictures put 5,000 24-shey 
posters on display to promote the. 
new feature picture, “Gunga Din” 
The posters comprise a series of six 
only one of which is the conven. 
tional full-color lithographic repro. 
duction. The other five are gigan. 
tic halftones, blown up from actiop 
shots of the film, and reproduced jy 
black and white with only the name 
of the picture surprinted in colo; 
across the face of the illustration, 
Each poster reproduces, in life. a 
size, one of the highlight scenes F 
from the film, and they were posteg 
in continuity, wherever possible. Aj) 
six appear in every community, ang 
along the main highways they give 
the passing motorist a sort of pre. 
view of the picture. 


Idea by McCormick 


The “Gunga Din” series was pro- 
duced by a new poster process origi. 
nated by S. Barret McCormick. 
RKO director of advertising, and 
developed by Morgan Lithograph 
Company, Cleveland. They were 
christened “Lifeographic.” Outdoor, 
as well as newspaper and magazine | 
promotion, for “Gunga Din” is ip | 
charge of Lord & Thomas. It is 
estimated that about $200,000 wil] J 
be expended in four weeks, high- 
lighting the world premiere of the |) 
film at Radio City Music Hall! 
Jan. 26. . 

Newspaper copy will appear in 
200 cities and the magazine list will] 
include the following: Collier:§ 
Fawcett Screen Unit, Liberty, Life® 
Look, Modern Movies, Modern@ 
Screen, Movie Life, Movie Mirror, 
Photoplay, Picture Play, The Satur- 
day Evening Post, Screen Guide, 
Screenland Unit, and Stage. 

Instead of releasing one piece of 
copy to all magazines, “Gunga Din” 
advertising was designed to fit each 
publication or group, so that the 
campaign comprises 13 different ad- 
vertisements, running the gamut of 
the film’s sensational features. 
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Allen Changes 


James Allen has joined Roberts &| 7 
Reimers, New York. He was for-| 7 
merly with Dorland International, 
New York. 


‘Remains General Manager 


Mack Leblang, recently placed in 
|charge of media for Hazard Adver- 
\tising Corporation, New York, will 
icontinue as general manager. 
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Alse Operating WHKC —Columbus, Ohie 


When you buy WHK or WCLE 
you know you're not going fo be 
shifted around by network shows 
For the United Broadcasting Com 
pany through careful manage 
ment, has definitely reserved {or 
advertisers an amazing amoual ; 
of desirable guaranteed time. A 
postcard, phone call or wire will 

bring you complete informatio® 


National Representatives 
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BREAK FOR PAPA HARD-WORKING PET IN NEW ROLE 


REVIEW OF 
THE WEEK 


MODERN VERSION OF "CHILDREN CRY FOR IT” 


: 
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The men's furnishings industry's annual 

Father's Day promotion will be symbol- 

ized by this Howard Chandler Christy 

poster. Date of the event is June 18. “Snowy,” featured advertising figure of Utica & Mohawk Cotton Mills, gets busy 
in behalf of retailers and their annual “white” sales. (Story on Page 20.) 
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A print-of-the-month” competition among members of the Chicago Society of Photographic Mlustrators is currently being 
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of no an oo EE RA ae ee ee current sports pages, but basks in the sampling device. The unit is of wood and bakelite, silk screened in blue and 
* ears BOE howe mie pene ara tenets WL : glory of a big headline name as well— silver with raised lettering. Four plastic bound books contain swatches and photo- 
. , ; ; . Paul Thompson, who has just been ele- graphs showing color combinations. United Advertising Agency, Newark, N. J., 
Current magazine copy for Chas. H. Fletcher's Castoria presents an interesting vated to the managerial chair of the created the display. 
|) contrast with the familiar old “children cry for it theme, used by the adver- Chicago Blackhawks. Forbes Lithograph 
- : tiser for many years. Company produced the display. 
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CRISC NOW CREAMIER— Neel Sock el 
/ FASTER- MIXING! elie 
a ‘Ponsored by the Art Directors Club of Chicago. First selection was this full-color front cover for McCall's December issue, Introduction of the “gyro-churn” process in the manufacture of Crisco affords 
“ested by Serra, Inc. Judges were E. Willis Jones, chairman; Charles Prilik, J. Walter Thompson Company; and Charles Procter & Gamble an opportunity to tell a hard-hitting sales story in large-space 
Magers, Montgomery Ward & Co. newspaper copy. (Story on Page 8.) 
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ADVERTISING AGE 


Among Radio Accounts 
ADVERTISING AGE RANKS fy, 
teh 


M During 1938 Advertising Age in- The reason is easy to find. Radio 


' counts, more lines and more insertions 
aoe were carried by Advertising Age than 
a any other general advertising paper. 
More radio promotion dollars are used 
to gain the attention of the live-wire 
Advertising Age audience than that of 
any other advertising publication. 


and actually produces results. 


Whatever your product or service, 
if you have something worth-while to sell 
to the advertising field, Advertising Age 
can help you sell it — efficiently and 
economically. 


ese. a 
tw 


During 1938 ADVERTISING AGE carried 
137,256 lines of radio advertising, out of a 
total for the entire field of 273,602 lines— 
more than all five of the other papers 
combined. The actual figures are as fol- 
lows: 


Lines 


THESE RADIO ACCOUNTS USED ADVERTISING AGE DURING 1938 


John Blair & Co. 

Colonial Network 
Columbia Broadcasting System 
Free & Peters 

Free & Sleininger 

Hearst Radio 

Iowa Broadcasting System 
KARK, Little Rock, Ark. 
KDKA. Pittsburgh 

KDYL, Salt Lake City 
KEX-KGW., Portland. Ore. 


KXOK, St. Louis 


KYW. Philadelphia 


Don Lee Golden Group 

Ray Linton & Co. 

C. P. MacGregor Company 
Mertens & Price, Inc. 
Charles Michelson 

Mutual Broadcasting System 
National Broadcasting Co. 
Edward Petry & Co. 


WCLE, Cleveland 
WCLO, Janesville, Wis. 
WCOP, Boston 

WCSH.,. Portland. Maine 
WDAF. Kansas City. Mo. 
WDRC, Hartford 

WEAN, Providence 
WEEI, Boston 

WENR. Chicago 

WFBC, Greenville. S. C. 


WISV. Washington 
WITN. Jamestown 
WERC, Cincinnati 
WEY, Oklahoma City 
WLAC, Nashville 
WLS, Chicago 

WLTH, New York 
WLW. Cincinnati 
WMaAL, Washington 
WMAQ, Chicago 


Fr h Presto Recording Corp. WFBR. Baltimore a. & wie tenn Tl. 
” : I, Los Angeles Radio Sales WFEA. Manchester, N. H. . Memphis 
: , ADVERTISING AGE 137.256 KGO, San Francisco Texas Quality Network WGAR, Cleveland WMCA,. New York 
. KGVO. Missoula, Mont. Texas State Network, Inc. WGST. Atlanta WNAC., Boston 
> S Paper “B” 14,686 KIRO. Seattle Transamerican Broadcasting & WGY. Schenectady WNBX. Springfield. Mass. 
KLZ, Denver Television Corp. WHAM. Rochester WOAI, San Antonio 
KMA, Shenandoah, Iowa United Broadcasting Co. WHAS. Louisville WOR. New York 
Paper “C” 15.218 KMBC, Kansas City. Mo. WABC, New York WHB. Kansas City. Mo. World Broadcasting System 
KMOX, St. Louis WAPI, Birmingham WHEC. Rochester WOW. Omaha 
leitch a KNX. Hollywood WATR, Waterbury. Conn. WHIO,. Dayton WPTF. Raleigh. N. C. 
eee Paper “D 26,418 KOA, Denver WATL. Atlanta WHE, Cleveland WRC, Washington 
fi KOY. Phoenix WAVE. Louisville WHN, New York WSAI, Cincinnati 
eee vegees KPO, San Francisco WBBM. Chicago WIBW. Topeka, Kan. WSAR, Fall River, Mass. 
3 Paper “E 28.462 KSFO. San Francisco WBNX, New York WICC, Bridgeport. Conn. WSM. Nashville 
KSTP. Minneapolis WBT. Charlotte. N. C. WINS. New York WSYR, Syracuse 
P z= wx 51.562 KTAR. Phoenix WBZ. Boston WIP. Philadelphia WTAG., Worcester 
ape . KTAT. Fort Worth WBZA. Springtield. Mass. WIRE. Indianapolis WTAM. Cleveland 
KTUL, Tulsa WCAE, Pittsburgh WIAR. Providence WTIC, Hartford 
KVI. Tacoma WCCO. Minneapolis WIAY. Cleveland WWI, Detroit 
KVOO. Tulsa WCKY. Covington. Ky. WIR. Detroit Yankee Network. Inc. 
a 
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creased its lead over all other general stations, networks, transcription compa- - 
advertising papers in volume of radio nies, radio representatives and others 
advertising carried. have proven totheir own satisfaction that 

Advertising Age is the one advertising BR 

During that year more radio ac- paper that gets and holds reader interest ie ale 
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